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Rough Proofs 


The New York chapter of the| 
American Marketing Association | 
has a plan to take the blue sky 
out of market research. They 
know the clients are much more 
interested in finding four - leaf 
clovers. 

7 #2. @ 

Pepsi-Cola has switched agen- 
cies, it is reported by the world’s 
greatest advertising journal. May- 
be the copy in the sky-writing di- 
vision wasn’t getting high enough 
Starches. 

| ek bh 

In spite of the fact that Holly- 
wood was close at hand, the pro- 
motion committee told the Na- 
tional Association of Broadcasters 
in Los Angeles, “Radio has been 
strangely silent.” 

. ao, Ae 

Baby Sitters’ Institute is adver- 
tising the services of its highly 
trained personnel, but at the mo- 
ment a lot of young mothers are 
much more interested in Clifton 
Webb. | 

i F | 

Waldorf-Astoria warns _ its 
guests, “Beware of unscrupulous 
photographers.” 

What kind of picture do you 
suppose even an unscrupulous 
photographer could take that 
would embarrass guests of the 
W-A? 


V:a. 
Magazine reader families, 
Magazine Advertising Bureau re- 
ports, average 3.5 members, 
against 2.83 for non - readers. | 
Sounds like a good plug for Par-| 
ents’, 
7, FF -9 
More advertisers joined the cli- 
ent list of Young & Rubicam in| 
1932, at the bottom of the depres- | 
sion, than in any other year. | 
That’s the kind of testimonial that | 
means something. | 
vw? 
For women the twenties are | 
years of decision, says Fawcett | 
Women’s Group, but to boy 
friends who pass in rapid review 
at that stage they rate as the years 
of indecision. 
_— a 
Over 75% of the country’s di- 
rect mail should be thrown into 
the garbage can, Edward N. Mayer 
insists, but since there’s still a 
paper shortage, why not consign it 
to the baling machine? 
i, Aa 
According to AA, Frank E. De- | 
lao, who helped to pick Miss | 
Rheingold 1949 from a bevy of| 
ocautiful models, had a tough job. | 
But he grinned and bore it. 
“9 F 
_ Gladys the beautiful reception- 
IS’ says she sees there are still a 
fe w old-fashioned advertising 
mn who spell manufacturers 
“! ‘grs” when abbreviating the 
d for the classified columns. 
7, ! 
\ listener who doesn’t buy the 
nsor’s product isn’t worth a 
ei indignantly declares O. B. 
elle, 
iat’s why box tops were born. 
vvy 
‘me and motion studies are 
ming popular on well man- 
‘ farms, reports Successful 
‘ning. But it may be difficult 
-onvince the livestock of the) 
‘e of time. 
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‘Kaleidoscope’ 
Sells 55 Pages 
for First Issue 


‘15 Magazines in I’ 
Book Seeks 15,000 
Circulation at $24 


New Yorx—Three months be- 
fore scheduled publication of the 
first issue—in August, dated Oc- 
tober —and be- 
fore an advertis- 
ing director has 


been appointed, 
Arthur W. Col- 
lins, publisher 


of Kaleidoscope, 
said that 55 
pages of adver- 
tising have been 
sold for this is- 
sue, at $650 a 
page. 

“Fifteen maga- 
each with its sepa- 
rate cover and the whole book 
totaling from 300 to 450 pages, 
Kaleidoscope will cover and co-| 
ordinate all major fashion divi- | 
sions, Mr. Collins said, from coats, | 
suits and dresses to handbags, | 
jewelry and cosmetics. 

At least 160 editorial pages will 
be set to go before the first ad- 
vertisement in each issue is sched- 
uled. | 

Thirty men and women field | 
representatives have signed 9,000 | 
subscribers—of an expected total | 


A. W. Collins 


” 


| of 15,000—at a charter subscriber | new cars are. 


rate of $18 a year. The regular | 
subscription rate will be $24 a| 
year. The magazine will be edited | 
for executives and buyers con- 
cerned with manufacturing and 


selling fashion merchandise. 


No Dummy Yet 


With the help of Ruthrauff & 
Ryan, advertising agency, and Ivy 
Lee & T. J. Ross, public relations, 
Arthur Collins already has pro- 
moted and publicized Kaleido- 
scope extensively. The paper has 
been “sold” to fashion executives 
and to a group of backers who 
have put, all told, $450,000 in the 
enterprise, without even the 
tangible help of a dummy. 

“The first issue,” he explained, 
“will be the dummy.” 

Mr. Collins estimates the com- 
bined wealth of the score of back- 
ers he has brought together at 
$500,000,000. They include Jack F. 
Chrysler, Angier Biddle Duke, 
John L. Senior, financing and engi- 

(Continued on Page 51) 


New Suit? 


‘Creative Man’ can’t 
balance Timely ad. See 
Page 48. Other features: 


Ad-libbing Pe sated diy 1c 
Advertising Market Place 44) 
Department Store Sales 36) 
Editorials 12) 
Getting Personal 38 | 
Information for Advertisers 12 
In Washington 16 | 
| Obituaries... 54 
Photographic Review . 43) 
Private Lines ..... neta 
Rough Proofs .. | 
Voice of the Advertiser ... 34 
You Ought to Know. . 40 | 
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Supermarket Show 
Indicates Trend 
fo Broader Market 


Many New Products; 
GM Shows Big New 


Silverware Premium 


OPENER—This page in Collier's, Life 
and The Saturday Evening Post gives 
the first details, and confirms some 
rumors, about the forthcoming Fords. 


Lush Introduction 
of Fords Follows 
Industry Pattern 


Detroir— Since the war each 
automobile manufacturer has tried 
to outdo the other in introducing 
new models amid pomp and 
splendor until they are now 
paraded out in a spectacular set- 
ing that all but defies Hollywood. 

Sales and promotion depart- 
ments of automobile manufactur- 
ers have been building up awe- 
inspiring displays throughout the 
nation to let their dealers and the 
public know how wonderful their 


Cuicaco—A straw in the wind 
at the 11th annual convention of 
the Supermarket Institute last 
week was the scattering of ex- 
hibits by manufacturers outside 
the traditional grocery -meat- 
produce field—manufacturers of a 
variety of things from toys and 
hardware to brushes, brooms and 
mops. 

Although strongly outnumbered 
by food product and equipment 
manufacturers among the 200 ex- 
hibitors, the hopeful newcomers 


weakening sales resistance. 
Need Self-Service Stands 


Nathan W. Lurie, secretary- 
treasurer of Wrigley Stores, De-| 
troit, said that although reaction | 
differs in various parts of the | 


Now the Ford Motor Company 
plans a series of six gigantic dis- 
plays in six major cities heralding 
the advent of its 1949 line of pas- 
senger autos. 


The Car Is the Show 


The company will unveil its 
masterpiece at the Waldorf-As- 
toria Hotel in New York City 
from June 10 to 13. A preview 
will be held the day before for 

(Continued on Page 52) 


ators have shown enthusiasm to- 
ward the possibilities of selling 


markets.” 
One objection by supermarket | 
operators has been a lack of self- | 
service display stands adaptable 
to the new products. As an answer | 
to this, Ag-Won Toy & Novelty | 
(Continued on Page 49) 


Last Minute News Flashes 
Procter & Gamble to Sponsor Red Skelton 


Federal Reserve Foresees 
Continued High Spending 


Income, ‘Dissaving’ 
Both Up; Appliance, 
Auto Outlook Good 


WasHINGTON—Although a sub- 
stantial number of families feel 
they have lost ground as a result 
of higher prices, and although 
there are signs that the consum- 
er’s general financial position has 
weakened, the third annual “Sur- 
vey of Consumer Finances” com- 
pleted for the Federal Reserve 
Board shows the number of po- 
tential purchasers of autos and 
other selected durables is un- 
abated. 

The first of a series of reports 
on the survey, by Duncan McC. 
Holthausen of the board’s divi- 
sion of research and statistics, re- 
veals that the number of consum- 
ers with savings declined in 1947, 
for the first time since the war, 
but that expanding expenditures 
for durables and housing are still 
in prospect. 

Based on carefully conducted 
interviews reported by the Survey 


were numerous enough to be| Research Center of the University 
noticeable. A spokesman said that| of Michigan, the Reserve Board 
the supermarket industry, which | analysis shows that about half the 
has been resisting persistent over-| nation’s 48,400,000 spending units 
tures by such manufacturers in| had higher money incomes in 
recent years, is showing signs of | 1947, but that about two-fifths of 


the units considered themselves 


| worse off, including about a fourth 
of those whose incomes increased. 


Other Articles Later 


As a whole, consumers enjoyed 
about 10% more money income 


country, “more and more oper-| quring the year. About: 2,500,000 
| Ealeed themselves to the 


“over 


$5,000” brackets. There were also 


anything and everything in super- | 2,500,000 fewer family units in 
| the “below $3,000” bracket. 


The first two of a series of 


| articles by Mr. Holthausen on the 
| 1948 survey of consumer finances 


will appear in the June issue of 
the Federal Keserve_ Bulletin, 


|available toward the late part of 


June. The first articles deal spe- 
cifically with expenditures for 
consumer durables. Others in the 
series between now and Septem- 


CIncINNATI—The Red Skelton show, which has been sponsored by! ber will cover liquid and non- 
Brown & Williamson Tobacco Corporation, has been signed by Proc- | liquid asset holdings, savings out 
ter & Gamble for its Camay soap. The program will stay on NBC/of income, and housing expendi- 


but will shift to a new time spot, not yet announced. Signing of the 
Skelton show for this fall marks a return to evening airwaves by 
Camay, but does not signify any change in P&G radio policy. The) 
deal was negotiated with Freeman Keyes, head of Russel M. Seeds 
Company, Chicago, who has Skelton under personal contract. 


Campbell Names Dancer, Fitzgerald 


tures and finance. 

Summarizing the _ information 
obtained in the interviews, the 
initial article in the series points 
to continued “dissaving” on the 


part of a substantial number of 
|consumers who remain willing to 


CampDEN, N. J.—Campbell Soup Company has appointed Dancer-| draw on their assets or go into 
Fitzgerald-Sample to direct advertising on its V-8 vegetable juice,| debt in order to purchase con- 
enili sauce and catsup, effective immediately. Budget and media de-|symer goods or meet increased 


tails for the promotion have not yet been announced. The V-8 prod- living costs. 


Nearly 9,000,000— 


ucts were recently purchased by Campbell from the Louden division | twice the 1946 number—used in- 


of Standard Brands. 


Philip Morris to Spend $100,000 for Video Spots 

New York — Philip Morris & Co. will spend at least $100,000 for | 
time for television spot announcements this year stressing the “less | 
irritating” theme. The spots will run on KTLA, Hollywood; WBKB, | 


|stalment credit in order to pur- 


chase durable goods. 
‘Dissaving’ Heavy 


Net savings out of current in- 


Chicago; WNBW and WTTG, Washington; WFIL-TV, Philadelphia;|come declined during the year, as 


WNBT, WCBS-TV and WABD, New York. The agency is the Biow 
Company here. 


Gardner Reappointed by National Guard 
WasHINGTon—Gardner Advertising Company, St. Louis, has been 
reappointed by the National Guard to handle its recruiting campaign. 
The contract will not be signed, however, until Congress approves | 
the appropriation, estimated at $1,000,000. 
(Additional News Flashes on Page 55) 


largely in the “less than $3,000” 


a result of heavy dissaving on the 
part of nearly a fourth of the 
spending units. The survey in- 
dicates that the number of “units” 
holding government savings bonds 
has declined by more than 3,000,- 
000. 

Unlike 1946, when dissaving was 
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income groups, 1947 dissaving ex- 
tended up to the $5,000 income 
level, and even to those reporting 
$7,500. 

Roughly two-fifths of all 
“spending units” indicated they 
had bought some durables during 
the year. About 7,000,000 bought 
automobiles, and roughly 17,000,- 
000 bought selected durables such 
as furniture, refrigerators, radios, 
washing machines, ranges and 
other large appliances. 

At the beginning of 1948, as 
many consumers planned to buy 
automobiles and other selected 
durables as at the beginning of 
1947. There were some indica- 
tions of a drop in the demand for 
new cars on the part of spending 
units with incomes below $3,000, 
but this was largely offset by an 
increase in the number of spend- 
ing units at higher income levels 
that planned to buy new cars. 

While the number of consumer 
units waiting to buy new houses 
exceeds probable 1948 output, and 
their price plans are in line with 


prices paid in 1947, there are ap- 


units interested in housing, com- 
pared with 1947. 


Optimism Is Rampant 


Field work, which was under 
the general supervision of Dr. 
Rensis Likert and Dr. George Ka- 
tona, was conducted between early 
January and mid-March, provid- 
ing sufficient data for analysts to 
compare consumer attitudes be- 


fore and after the commodity | 


price break. 

Except for a feeling that there 
might be some decline in food 
prices, the change had little in- 
fluence on consumers’ optimism, 
with most units anticipating good 
times, and only a fourth expect- 
ing trouble. Occupational groups 
were generally in agreement, with 
professional and white collar 
groups more optimistic than 
others. More than a fourth of all 
units expected to be making more 
money 12 months from now. 
About a third felt they were bet- 


ter off financially now than a year 


proximately 20% fewer spending | ago. 


Survey results showed that ap- 
proximately 20,000,000 of the 48,- 
400,000 “spending units’—all re- 
lated persons living in the same 
dwelling who pooled their incomes 
—bought autos or other durables, 


|}and 2,000,000 bought new or used 


houses. Purchases were valued at 
roughly $30 billion, of which about 
half represented house purchases. 


$9 Billion Auto Sales 


Approximately 7,000,000 new 
and used autos, valued at roughly 
$9 billion, were purchased, 60% 
of them by buyers with incomes 
over $5,000. Sales of new cars 
totaled 2,800,000, although prices 
were a fourth above what people 
expected to spend. 

About a third of all units bought 
such durables as furniture, re- 
frigerators, radios, washing ma- 
chines, ranges and other appli- 
ances valued at a total of $5 bil- 
lion. Transactions for these sales 
averaged $200. 


% 


=in the HOMETOWN MARKET 


Nine billion dollars! That’s what 13 million members of Hometown 


families in the 11 Western States spend every year. Because they live 


outside the 6 largest cities, they are influenced primarily by the adver- 


tising in their Hometown Daily Newspapers. Maximum readership and 


coverage make the Hometown Daily Newspaper the best possible sales 


medium in this vast market. 


90 per cent of the total circulation of all daily 
newspapers in the Western States is confined to 
the trading zones in which they are published. 


N 


UX 1 


For complete information write to 


S\N 


J 


Hometown Daily Newspaper Publishers—625 Market Street, San Francisco 5, California 


Market for durables was more 
evenly spread than the market for 
autos, with about half the buyers 
in the less than $3,000 group. 

Of 2,200,000 units buying homes 
in 1947, about 700,000 of them 


| were purchasers of new structures. 


Median price for new homes was 
$7,900 and for used houses $5,600. 
Almost 30% of the new houses 
sold for $10,000 or more. 

Veterans remained big spend- 
ers. While two-fifths of all con- 
sumer units bought durables, 
three-fifths of all veterans bought 
them. One out of every four 
spending units with a veteran 
bought an automobile, compared 
with one out of eight among non- 
veteran units. About 40% of all 
home buyers were veterans. Nine 
per cent of veterans’ units bought 
houses, compared with 4% of non- 
veteran. 


What to Expect Told 


For the future: 

Cars: 3,100,000 to 4,500,000 cus- 
tomers for new cars in sight— 
more than enough to take all that 
will be produced. Three-fourths 
of the prospects are already car 
owners. Used car market un- 
changed. 

Durables: No general weakness 
in the market for furniture or 
other household appliances, fewer 
customers in lower brackets, but 
more interest in the over-$5,000 
group. 

New Homes: Somewhat more 
than 1,000,000 prospects, about 
half of them willing to pay more 
than $7,500, and as many as a 
seventh over $12,500. For used 
houses, somewhat smaller demand 
than in 1947. Roughly three- 
fourths of prospective home buy- 
ers are from units that do not 
now own homes. Veterans con- 
tinue to be the best prospects. 

In the 1947 Reserve Board sur- 
vey (AA, June 16, ’47), there was 
indicated a high level of business 
activity for last year; a tapering 
off of spending for houses; de- 
mand for more autos than would 
be built in 1947; slackened de- 
mand for appliances. 


Latex to FC&B; 
Budget Raised 


New York—lInternational Latex 
Corporation has appointed Foote, 
Cone & Belding to handle its ad- 
vertising. The company manu- 
factures and markets products 
under the trade names of Playtex 
and Kooleez which include girdles, 
shoulder pads, swimming caps, 
baby pants, crib sheets, baby oil, 
etc. 

The company will increase its 
consumer advertising budget from 
the current appropriation of about 
$200,000 to between $500,000 and 
$1,000,000. Initial drive through 
the newly appointed agency will 
be a girdle campaign. Plans for 
International Latex’s public serv- 
ice advertising have not been an- 
nounced. The company spends 
about $250,000 a year on this form 
of promotion. 


Mrs. Carson, Retiring 
from Federal, Feted 


I. B. Kleinert Rubber Company 
gave a testimonial luncheon at the 
Ritz-Carlton Hotel in New York 
last week to Mrs. Laura E. Car- 
son, who is retiring as vice-presi- 
dent and director of Federal Ad- 
vertising Agency. 

Ralph K. Guinzburg, president 
of Kleinert, presented a sterling 
silver tray to Mrs. Carson in rec- 
ognition of her many years of 
service to his company. Execu- 
tives of Kleinert and Federal par- 
ticipated. 


Schedules Video Show 


The first National Television 
and Electrical Living Show, under 
the sponsorship of the Electric 
Association, will be held at the 
Chicago Coliseum Sept. 18-26. 


GETS SKIN CLEANE? 
STOPS B.0. as ch leading soap ca |! 


tee. 


Pittierst seep: 


HH 


LIFEBUOY 
90 salvesteng - so orld 
GETS SKIN CLEANER 
NEW THEME—Lever Bros. Co. is ex- 
pected to go all out on the new Life. 
buoy "Gets Skin Cleaner” theme, 
through Ruthrauff & Ryan. The Chi- 
cago Sun-Times and others have carried 
this opening 1,000-line ad. 


Fitch Finally 
Quits NBC Spot; 
Rexall Gets It 


Des Mornes — The talent costs 
were simply too much. 

With this admission, F. W. Fitch 
Company has finally given up its 
ke> Sunday evening time spot on 
NBC despite a fortnight of trying 
to put together a suitable “Band- 
wagon” show. 

Rexall Drug Company moves 
into the 7:30-8 p.m. NBC spot, 
which means the Phil Harris- 
Alice Faye show will continue 
there next fall. Rexall recently 
signed the Harris-Faye team 
through Batten, Barton, Durstine 
& Osborn (AA, May 10). 

Fitch will use its radio money, 
instead, for newspaper and maga- 
zine advertising. Gail W. Fitch, 
vice-president in charge of adver- 
tising, said that he believes that 
a “comparable expenditure” in 
these media “will prove more ef- 


fective.” L. W. Ramsey Adver- 
tising Company is the Fitch 
agency. 


Both BBDO and the Ramsey 
agency will be working on the 
Rexall account. The latter has 
been appointed by Rexall for pub- 
lication advertising and merchan- 


dising consulting, with BBDO 
handling radio. 
Plans Union Label Drive 


The Amalgamated Clothing 
Workers of America (CIO) will 
conduct a campaign to promote its 
union label, spending at least 
$500,000 in the next two years. 
The campaign will be keyed to the 
theme that the label is a guaran- 
tee to the public that the garment 
on which it. appears is a quality 
garment made by skilled and effi- 
cient workers. 


_——————____ ____________ 


For over 60 years 
. 


WY 
(gated TO" 


“AT LEADING PAPER MERCHA 


THE MARTIN CANTINE COMP 
—  «SAUGERTIES, WN. Y. 


Specialists in Coated Papers since 
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Nearly 60% of Quad- Cities’ 
population live in 


Rock Island -Moline-E. Moline 


(Illinois cities are separated from one 
another by single streets.) 
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Most folks who live in Rock Island-Moline-East Moline and surrounding 
Illinois area read the Argus-Dispatch newspapers. 


People on the Davenport side read the Davenport newspapers. 


There is very little overlapping of newspaper newspapers. Argus-Dispatch circulation blan- ; 


circulation from one side of the river to the kets more than 98% of the homes on the Illinois 
other. It takes two sets of newspapers to cover side. No other daily newspapers adequately 
the Quad-City Market. cover this major portion of the Quad-Cities. 


Over 55% of Quad-Cities’ food sales and more 
Nearly 60% of Quad-Cities’ population live on than half of the total retail sales originate in the 
the Illinois side and read the Argus-Dispatch Argus-Dispatch newspaper area. 


Quad-Cities is the largest market in Illinois and Iowa, outside of Chicago . . . over 
220,000 metropolitan population. Retail sales exceed $210 million annually. (Sales Mgt.) 


NATIONAL REPRESENTATIVES a THE ALLEN KLAPP COMPANY 
NEW YORK CHICAGO DETROIT 
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Truman Names 
First Woman 
to FCC Board 


New YorkK—Miss Frieda B. 
Hennock, a New York corporation 
lawyer, has been nominated by 
President Truman to the Federal 
Communications Commission for 
a seven-year term, succeeding 
Clifford J. Durr, whose term ex- 
pires June 30. If the nomination 
is confirmed by the Senate, she 
will be the first woman to serve 
on the FCC. 

Miss Hennock has been a mem- 
ber of Choate, Mitchell & Ely, cor- 
poration lawyers, since 1941. Prior 
to that she had practiced inde- 
pendently in both criminal and 


or oa 
PS 


| civil law. She has been active in 


both the New York state and na- 


tional’ campaigns of the Demo-| 


cratic Party. 


|To Televise Baseball 


The Boston Braves and Boston 
Red Sox have granted television 
rights without charge to the At- 


Miss Hennock said she would | jantic Refining Company and Nar- 


resign from the law firm to join 
the FCC. The post carries a sal- 
ary of $10,000, which is reported 
quite a bit less than her present 
annual income. 

Prior to confirmation of the ap- 
pointment, Miss Hennock would 
make no comment on regulation of 
radio. 


Lady Esther Goes 
to Ruthrauff & Ryan 


Lady Esther Ltd., Chicago cos- 
metics maker, has appointed 
Ruthrauff & Ryan, Chicago, to 
handle its account. 


ragansett Brewery, which sponsor 
the baseball AM broadcasts, and 
to the Boston Herald and Traveler, 
owners of Station WHDH. The 
games will be seen over WBZ-TV 
and WNAC-TV. 


New Type of TV Show 
Debuts in St. Louis 


“It’s a Hit,” a new 45-minute 
television show, has made its de- 
but over Station KSD-TV, St. 
Louis. The show, produced and 
packaged by Westheimer & Co., 
St. Louis advertising agency, is a 
quiz show built around the cur- 
rently popular mystery.- man 


theme, with $1,800 in prizes given 
away. 

The quiz is cast in the form of 
a baseball game, with “hits” 
scored by correct answers, and 
“runs” dependent on the time it 
takes to answer. Plans are under 
way to offer it on a cooperative 
basis to four non-competitive ad- 
vertisers. 


Kastor Gets Fox DeLuxe 

H. W. Kastor & Sons Advertis- 
ing Company, Chicago, last week 
announced its appointment as 
agency for the Peter Fox Brewing 
Company, Chicago, to handle the 
Fox DeLuxe beer account, effec- 
tive tomorrow (June 1). The an- 
nouncement came shortly after 
John W. Shaw Advertising re- 
signed the account as of June 1, 
giving “differences of policy” as 
the reason. 


How doen 


toiletries and other drug store merchandise . . . shows how 
your brand rates with competition in consumer preference 
and dealer distribution in 1948 as compared to past years... 


what type of retail outlet is preferred for toiletries, cosmetics 


and drug products. 


The big Silver Jubilee edition of America’s original consumer 


survey again brings you up-to-date marketing facts gathered 


since Jan. 1, 1948, plus a 25-year review of the market. 


This accurate and practical analysis of consumer buying 
habits can help you plan more effective advertising and 
make more sales. Copies are available to executives free of 


charge. Write the General Advertising Department, or our 


national representatives. 


THE MILWAUKEE JOURNAL 


The Newspaper with the Marketing Information 


National Representatives—O’Mara & Ormsbee, Inc. 


New York 
270 Madison Ave. 


Los Angeles 


403 W. Eighth Ave. 


230 N. Michigan Ave. 


Chicago 


San Francisco 
Russ Bidg. 


Here’s the survey which measures the Milwaukee market for 


Detroit 
640 New Center Bidg. 


Deodorants 
Facial Cream 
Hair Tonic 
Hand Lotion 
Lip Balm 
Lipstick 

Nail Polish 


Fabric Dyes 


Shampoos 


Shaving Soap 
Tooth Paste 


ALCOHOLIC 


Soft Drinks 
Candy Bars 
Ice Cream 
Books 


1948 BUYING HABITS ON 


Facial Tissues 


} 
Headache Tablets | 
Permanent Wave Kits 
Safety Razors 
Safety Razor Blades Hi 


Shaving Cream 


Electric Shavers 
Shaving Lotion 


Tooth Powder 


PLACE OF PURCHASE 


Toiletries in Food Stores | 


BEVERAGES 


Preference by types and brands | 
and where purchased 


Cigarets and Cigars 


Walfeck Raps MA 


B 
Audience Study, 
Asks Better Tools 


New York — Although mod 
agency service “begins anc ;< 
with research,” present d: ( 
search techniques are gerer;} 
inadequate, Dr. Wallace H. w 
feck, vice-president and resea,, 
director of Federal Advertics;, 
Agency, told the New York ¢h,,; 
ter of the American Marketi; 
Association last week. 

In a frank discussion of vario) 
types of research, Dr. Wulfec 
singled out the Magazine Adve, 
tising Bureau’s magazine aud 
ence survey for a blast: “Who 
the hell wants to know how ma 
people read magazines? What 
want to know is who reads whd 
magazine, what kind of peop] 
they are, where they live, whz 
they buy, etc. If the publishe 
are afraid of showing duplicatio 
I say show it and let the chip 
fall.” 


Copy Research Tells Zero 


He. characterized media re 
search as “the poorest of any no 
available.” Otherwise, Dr. Wu 
feck thinks product research an 
market research techniques ar 
good—at least quantitatively, an 
public relations research ha 
“awfully good techniques.” Pres 
ent copy research, however, “tel 
us practically nothing,” and h 
said competent techniques for a 
and layout research are com 
pletely lacking. “I know no a 
director who has either insight o 
interest in the problem,” he said 

All present techniques, h 
warned, are only indicative, add 
ing that some techniques fo 
“qualitative, humanistic researcl 
instead of counting noses” mus 
be evolved if advertising effort i 
not to be dissipated in the mael 
strom of additional advertiser 
and multiplying media. 

He called the inability of re 
search men to pool their finding 
“tragic,” but indicated that, be 
cause of the competitive natur 
of research in advertising agen 


cies, nothing could be don 
about it. 
Forshew Joins JWT 


John H. Forshew, formerly with 
Industrial Surveys, has joined thé 
research staff of J. Walter Thomp 
son Company, New York, |! 
charge of the JWT’s consume 
panel. The panel was established 
in 1939 to make, for the agency’ 
clients, a timely check on buyiné 
habits and consumer trends. | 
covers reasons for brand _ shifts 
frequency of purchase, and varia 
tion by income, age and locatio 
on brands used and amounts con 
sumed. 


Elects Morris and Henry 

Seymour Morris and T. J. ‘len! 
of the New York and Detr:'t of 
fice, respectively, of N. W. Ayer 
Son, Philadelphia, have be: 4P 


pointed vice-president in c nnec 
tion with New York servi? 204 
vice-president in charge De 


troit service, respectively. 
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Buouse & BaLtet Skirt combination published in 
the Daily News, Nov. 9, was the most popular 
pattern of 1947...drew 9,082 orders! 


1OP...on 4 Dime: 


g M. Christian Dior, couturier de Paris, is a man of quietude 
and respectability the utmost . . . but of such comes the 
revolution! After six years of a truly formidable scarcity, 

and draping \a femme like she is a sausage, the distrait 

M. Dior gives himself furiously to think . . . Finis la guerre, 
pourquoi the austerity still with us? 

@ Dior, citizen of France, daringly descends the neckline 


to the depth of the Directoire! He depresses the hemline, 


makes hips and bosoms bouffant . . . Mon Dieu! Mannequins 


de Dior sont la mode nouvelle! Come les photographers! 

Et aussi the bored buyers by profession des Etats Unis! 
What consequences of a consequence! 

m@ MANY AMERICAN WOMEN, first apprehensive, then attracted 
by the ‘new look,” were aghast at the new prices. 
Down went the volume of apparel sales. Up went the 
number of home dressmakers, sales of piece goods, 
trimmings—and News patterns. 

w News patterns demand, incidentally, is a dependable 
price index . . . rose steadily in the twenties, dropped ae 
in the Depression years, has advanced sharply in the ns 
last two years, as women look to News patterns for | 


the “new look.” find Dior on a dime! 


@ In 1947, News readers ordered 642,246 patterns at 
10c; 44,937 fashion books at 15e and 259,386 needlework 
patterns at 10c . . . a total of almost a million orders, 
and $100,000 cash receipts—plus $25,000 in postage 

to Uncle Sam. Since a single pattern may make many 
garments, serve many buyers, the sum total of piece goods 
sold to News pattern buyers must reach tens of millions 
of yards! 

@ With circulations in excess of 2,375,000 daily and 
4,600,000 Sunday . . . anything salable advertised in 

The News has immediate access to huge markets, and 

to every type of prospect and customer. 

w News advertising is the retailer’s best insurance of 
moving the maximum amount of merchandise in the 
shortest time. And since News space cost is half or less 
that of older papers, it is also the cheapest insurance! 

w Both factors serve to explain why The News carried 
23,451,209 lines of retail advertising in 1947—largest 
volume of any newspaper in the country. And the 

record retail patronage is also the national advertiser’s 


best index to New York buying power. 


THE 2) NEWS 


NEW YORK’S PICTURE NEWSPAPER 
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Reduced Margins 
Vex Department 
Store Controllers 


Cuicaco—Department store ex- 
ecutives displayed worried frowns 
and a willingness to try almost 
anything to solve the problem of 
rising costs and falling margins 
at the Controller’s Congress meet- 
ing of the National Retail Dry 
Goods Association here last week. 

In spite of reaching an all-time 
peak in dollar volume of sales last 
year, department stores’ gross 
margin percentage receded for the 
fifth successive year, largely as a 
result of a rise in operating costs 
equal to about 2% of total sales, 
according to Malcolm P. McNair, 
professor of marketing at the Har- 
vard Business School. 

The primary answer to the 


problem, he said, lies in increas- 
'ing the productivity of personnel 
—obtaining greater output per 
'man hour. To achieve this happy 
result, however, he asserted that 
|/more than one path must be trod. 
| First objective must be improv- 
ling the design and operation of 
| plant, equipment and systems in 
|order to turn stores into more 
efficient selling machines. In ad- 
dition, Professor McNair pointed 
out the necessity for better selec- 
tion and training of employes and 
maintenance of better employe re- 
lations. 

“No matter what developments 
are accomplished in plant, equip- 
ment and system,” he said, “it is 
not,. possible to achieve the best 
productivity unless people them- 
selves, right from the grass roots 
up, are interested in accomplish- 
ing more and doing things better.” 


Tells Other Approaches 


Other approaches cited: 

Increasing the efficiency of pur- 
chasing supplies and services con- 
sumed in operations. ° 


Improving expense budgeting 
procedures by budgeting person- 
| nel to transaction output per man 
hour and use of variable expense 
| budgets geared to several differ- 
ent prospective levels of activity. 

Creating an awareness of costs 
in every member of the organiza- 
tion. 

In sizable stores, delegating one 
executive “to think radically, to 
strip problems down to basic es- 
sentials, to find cut what are the 
significant questions to ask, and 
to think in a straight line from 
premises to conclusion.” 


How to Cut Corners 


A large portion of the week- 
long meeting was devoted to con- 
sideration of how to trim corners 
and boost sales. Most radical 
solution was offered by George L. 
Griffeth of Rich’s Atlanta store. 

He described how his store has 
eliminated verification of sales- 
checks for accuracy. The errors 
caught by the sales slip auditing 
staff amounted to so’ much less 


than the expense of maintaining 


In Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 


or 


ADD HOT MILK—Fry-Cadbury Ltd., 
Montreal, is using this newspaper copy 
in Canada for the new Cadbury's In- 
stant Drinking chocolate. Young & 
Rubicam, Montreal, is the agency. 


the staff, he said, that his store 
was able to drop the checkers, 
without undue loss or an increase 
of customer complaints. 

Research came in for a large 
share of attention by speakers 
who insisted that it could earn 
its own living in four fields: in- 
vestigation of departmental per- 
formance, systems and _ proce- 
dures; analysis and interpretation 
of economic statistics, merchan- 
dising and operating data; devel- 
opment of factual bases for the 
formulation of store policies; and 
work simplification, time studies 
and internal audit investigations. 


To Publish Daily 

for Road Builders Show 
Chicago Construction News, 

F. W. Dodge Corporation daily 


tabloid, has made arrangements 
with American Road Builders As- 


|sociation to publish eight dailies 


for the nine-day exposition and 
convention to be held at Soldier’s 
Field, Chicago, July 16-24. The 
show, which will be the first since 
the war, is expected to attract 
100,000 visitors to see about 300 
exhibits showing $25,000,000 of 


equipment. 
The publication’s “road show 
edition” will probably run 48 


pages daily. Special rates apply 
for the edition, except that regu- 
lar advertisers in Chicago Con- 
struction News are given the bene- 
fits of the publication’s usual 
rates. 


Two Join Vic Take 


Vic Vac, McNaught Syndicate 
cartoonist, and Don McCabe, Gen- 
eral Features Syndicate cartoon- 
ist, have been added to the staff 
of Vic Take & Associates, St. 
Louis, studio of advertising car- 
toonists. Vic Take is now offering 
national cartoon service to adver- 
tising agencies. 


Wank Joins Four A’s 


Wank & Wank, San Francisco, 


|has joined the American Associa- 
'tion of Advertising Agencies, New 


York. 


Brookhaven to Waters 

Brookhaven Textiles, Inc., New 
York, has appointed Norman D. 
Waters & Associates, New York, 
to handle its advertising. 


Advertising Age, May 


300,000 Visit 
Tulsa Oil Show; 
Sales ‘Fabulous’ 


Tutsa— The “showcase o° tha 
oil industry” has closed here afte 
displaying its wares to more th 
300,000 people, approximately h 
of whom were oil men, at ; 
eight-day, silver anniversary | 
ternational Petroleum Expositi:,; 

Begun here in a small way 
1923, the IPE this year was th 
biggest and most spectacul, 
showing of petroleum industr 
equipment in history—and by fa, 
the biggest industrial show in th¢ 
U. S. The last exposition wa 
held in 1940. 

In attendance, the show brok 
all records, eclipsing the 1938 higy 
of 226,488 by nearly 75,000. Th 
product and service presentatio 
was fabulous. More than $100, 
000,000 worth of machinery, equip 
ment and processes was displaye 
to a worldwide audience. Ther 
were 1,800 exhibits. 

And as a sales arena it was evey 
more spectacular. Top exhibitor 
estimate the show will, within si 
months, result in $1 billion ; 
sales. 


, 


Surplus of Rooms 


The “Oil Capital of the World 
lived up to its reputation for d 
ing things in a big way. All ho 
tels were commandeered here an 
in nearby Claremore and Sapulp 
Tulsans opened their homes t 
take care of the influx of rough 
necks and top officials alike w 
represent the industry that ha 
built this city. A surplus of hous 
ing accommodations actually re 
sulted. 

At the show’s end, William G 
Skelly, president of the IPE for 2 
of its 25 years, and head of the o 
company bearing his name, ha 
this to say: 

“The IPE has accomplished tw 
objectives of worldwide signifi 
cance. It has proved that the i 
genuity, resourcefulness and c 
operation of the petroleum indu 
try will continue to meet deman 
for petroleum products in a wor! 
of peaceful progress or milita 
aggression. The exposition al 
has done an extraordinary job 4 
public relations on an _ intern 
tional scale. Representatives fro 
some 40 nations have been i 
pressed with the fact that t 
United States both seeks and wal 
rants the confidence and friend 
ship of people everywhere.” 


Gillette Adds Directors 


R. Neisen Harris and Irving 4 
Harris, president and executl 
vice-president, respectively, of t 
Toni Company, Chicago, hav 
been elected directors of Gillett 
Safety Razor Company, Bostol 
The Toni Company was purchas 
by Gillette in January and is n0 
being operated as a subsidi:'y. 


Winarick to Cohen 

Ar. Winarick, Inc., New Yo 
maker of Jeris antisepti 4 
tonic and cream oil, has ap)0inte 
Harry B. Cohen Advertisin: Co" 


pany, New York, to handle ‘s 4 
vertising. 


ELL the Jobber and his 


Salesmen and _you sell the 
entire automotive aftermarket: 
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ness done by department stores in 1946... was 
accounted for by department stores which are . 
| regular subscribers to Women’s Wear Daily. 
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“According to a Dun & Bradstreet Survey state i 
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Demonstrate and 
Then Sell System. 
CofC Meet Told 


Cuicaco — “Management which 
takes an undue share of the pro- 
duction of a factory or of a busi- 
ness for itself is not only selfish, 
but disloyal to its highest obliga- 
tions in this struggle to preserve 
our American system,” declared 
Jay D. Runkle, vice-president and 
general manager of Crowley, Mil- 
ner & Co., Detroit. 

Speaking at the American Op- 
portunity conference of the United 
States Chamber of Commerce here 
last week, Mr. Runkle asserted 
that capitalism is threatened un- 
less management fulfills its obli- 
gations. 

Other speakers at the meeting, 
including William A. Gerbosi, 
vice-president and general man- 
ager of the Jewel Tea Company, 
put heavy emphasis on proved 
methods of improving the public 
relations of a business at the 
ground floor level. 


Two Means of Selling 


Said Mr. Gerbosi: “All business 
leaders have available two means 
of selling the system of American 


enterprise as the greatest oppor- | 


tunity for better living yet de- 
vised by man. The first is to dem- 
onstrate how that system can pro- 
duce. The second is to tell 
the people what this system is do- 
ing for them.” 

The workers and the public 
can’t be blamed if they “fall for 
the mirages created by dema- 
gogues,” said Leonard W. Trester, 
U. S. Chamber director and chair- 
man of the committee on adver- 
tising. “We believe that a good 
part of the blame can be charged 
to managements which do not do 
an effective and persistent job of 
explaining what makes the eco- 
nomic and industrial wheels keep 
turning.” 


Plugs New Facilities 

The Electric Light and Power 
Companies of New England, 
through John C. Dowd, Inc., Bos- 


ton, have launched a special ad-| 
vertising campaign to inform in-| 


dustry and householders of addi- 
tions which are being made to the 
generating capacity of New Eng- 
land steam and hydro-electric 
plants. Ads will appear in about 


'300 New England newspapers, 


White Appoints Carlin 

R. C. Carlin has been appointed 
assistant sales manager of the 
service sales division of White 
Motor Company, Cleveland. 


APRA Convention 


ls Work Session; 
Trester Elected 


WasHINGTON—Leonard W. Tres- 
ter, director of public policy for 
General Outdoor Advertising 
Company, was elected president of 
the American Public Relations As- 
sociation during 
the convention 
and Internation- 
al Public Rela- 
tions Institute 
held at Ameri- 
can University 
campus here last 
week. 

Mr. Trester, 
who has been 
the originator 
and spearhead of 
the U. S. Cham- 
ber of Commerce’s “American Op- 
portunity” campaign, succeeds 
Harry W. McHose, public rela- 
tions director of the Cigar Insti- 
tute. 


Leonard Trester 


More than 50 speakers and} 


round table participants took part 
in the convention and institute 


Advertisers Who Want Results 
Get ALL the Facts FIRST! 
| eA EDT 
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events, which featured special 
panels on world public relations 
problems, as well as public rela- 
tions and media developments at 
home. 


‘Service for Peace’ 


International public relations 
responsibilities, discussed in a 
series of meetings Monday, were 
summarized by Dr. Chen Chih- 
Mai, councilor of the Chinese em- 
bassy, as a need for “that spirit 
of tolerance which is the very 
foundation of durable peace.” 

“It means noble service for the 
cause of peace,” he declared. 
“That it also means good business 
is, however, by no means purely 
incidental.” 

The four-day sessions, which 
attracted numerous representatives 
from abroad, including Benjamin 
Cohen, associated UN director 
general for public relations, was 
almost entirely a working session, 
with only two luncheons and no 
banquets on the schedule. 

During a panel on “Public Re- 
lations—U. S. A.,” Joseph E. 
Boyle, director of the J. Walter 
Thompson public relations de- 
partment, warned that public re- 
lations’ place in business will be 
secure only when “we can rea- 
sonably prove by tried methods 
of market, consumer and employe 
research that good public rela- 
tions is good business and pays 
good dividends.” 


Must Prove Worth 


“We must take the halo off pub- 
lic relations,” he declared. “We 
must take the guesswork out of 
public relations; and be ready to 
say—and to prove—that good pub- 
lic relations is one of the ways of 
producing more and better prod- 


ucts and services; that public re-| 


lations techniques can help sat- 
isfy employes; they can help sell 
more products to consumers and 
that the end result of all our pub- 
lic relations work should be 


larger returns and dividends for | 


employes, management and stock- 
holders alike.” 

A panel on “Public Relations— 
European” brought forth a plan 
by John Nasht, public relations 
consultant, for American firms 
participating in the European Re- 
covery Program to allocate a pub- 
lic relations budget to bring the 
story of American production to 
the world. 

Mr. Nasht 


insisted that “the 


= 
ave 


sing Age, May 31, 19- 


government cannot and must not 
be expected to undertake this job 
alone.” 

Suggesting special tax induce- 
ment for firms that cooperate, Mr. 
Nasht contended that such a pri- 
vately conducted “Voice of Amer- 
ica” would be an invaluable sup- 
plement to government informa- 
tion work overseas. 

Other institute panels dealt 
with public opinion polling, 
graphics, television, group dynam- 
ics and films. The annual public 
relations awards were announced 
at a special meeting Thursday 
evening. 

APRA reelected as vice-presi- 
dents: Glenn E. Carter, assistant 
vice-president and public rela- 
tions officer of the Bank of 
America, and Edward B. Lyman, 
assistant to the president of Ford- 
ham ‘University; and as treasurer, 
Roy T. Berry, vice-president and 
treasurer, Whiting Elevator Com- 
pany, Washington. Mrs. Thalia S. 
Woods, executive secretary of the 
General Federation of Women’s 
Clubs, was elected secretary. 


Petrillo Finds Fault 
with Taft-Hartley Act 


Music Czar James C. Petrillo 
dramatized his use of royalty fees 
by giving a free concert at Con- 
stitution Hall in Washington last 
week. Noting that over $1,736,000 
obtained from the sale of records 
had been spent by the union to 
|give free music throughout the 
/country, Mr. Petrillo used the oc- 
;easion to remind the audience, 
| which included President and Mrs. 
|Truman, that the royalty fund 
cannot be collected under the 
| Taft-Hartley Act. 

Gen. F. R. Kerr, chief of special 
services for the Veterans Admin- 
istration, spoke in praise of the 
union’s work in behalf of hos- 
| pitalized veterans. 


Harte Names Kopp; 
Offers Art Service 


Frederick Kopp, formerly art 
director and account executive in 
the Hollywood office of Ruthrauff 
|& Ryan, has joined Russell Harte 
& Associates, Los Angeles. 

Russell Harte & Associates is of- 
fering agencies layout facilities 
that can function in connection 
with their own creative depart- 
ments and will act as consultants 
to agencies and companies who 
| do not employ art directors. Plans 
|are under way for the opening of 
|an office in San Francisco which 
will offer a similar service. 
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re Yessiree! We ‘‘pioneered"’ the West Coast a quarter of a 

- century ago. We staked our claim 10 years ahead of all 

hich other fashion and trade publications. We saw the great 

a surge in the making that far back. We felt that all that sun 
° ,.. all that color... all them thar open spaces and snow- 


topped mountings would some day be grist to the mills 
of commerce. 


Today, we have a full] time staff of 36 on the West Coast — 
one each in Seattle, Portland, San Diego, and Tacoma... 
plus seven in San Francisco . . . and 25 in our Los Angeles 
West Coast headquarters. And there is always plenty of 
news of great importance to our 120,000 subscribers be- 
cause things have been hopping fast on the Coast, and its 
activities have colored the lives and well-being of the rest 
of the country. 


To get that news out fast we have cut the distance between 
Los Angeles and New York to three seconds on the teletype. 
All the news up and down the Coast is funnelled into L.A. 
and bingo! it's on the presses at the other end of the con- 
tinent...a rainstorm in So. California (that’s business news) 


WOMEN'S WEAR DAILY DAILY NEWS RECORD 


Al we yipped Westward Ho in 192 


RETAILING HOME FURNISHINGS 


FAIRCHILD BUSINESS PAPERS— 
SERVING BIG BUSINESS WITH 
A FASTER NEWS TEMPO... 
The new Fairchild Building 
triples our publishing 

plant capacity . . . equips 

us for a better job of 

reader service. 


. a Seattle Fur auction .. . a fashion shindig at Palm 
Springs or Sun Valley .. . the Oregon wool clip . . . the daily 
influence of the movies on fashions, home furnishings, and woillias 
the good living that comes with the zip of the great outdoors. —s 


Since 1938, California retail sales have been growing 38% 
faster than the rest of the country. During this period, the | 
over-all gain for California has been 248%. How was this | 
done? Read all about it in Fairchild Publications. How and 

why its effective buying income grew 40% faster than the 

nation in the last ten years . . . its population grew five 

times as fast... . why its ceramic and furniture business grew 

so fast... why Los Angeles is now the second largest coat 

and suit producing center in this country . . . and why San 

Francisco has become so increasingly important to retailers 

in all four corners of this nation. 


The Coast is one example of how intensively Fairchild 
covers its markets . . . and why our 120,000 subscribers 
follow our news columns so closely . . . and why ads in our 
papers are so closely scrutinized. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATIONS 


FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 


MEN'S WEAR 
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C&0, 8 Others 
Get Top Awards 
af APRA Meeting 


WasuHiIncTon — The Chesapeake 
& Ohio Railroad received one of 
the nine Public Relations Achieve- 
ment Awards given here Thurs- 
day at the climax of the third an- 
nual convention of the American 
Public Relations Association. 

The award to C&O, accepted by 
Thomas J. Deggan Jr., director of 
public relations for Robert R. 
Young, was in recognition of out- 
standing success in using news- 
papers, magazines and trade 
magazines in carrying out a pub- 
lic relations function. 

Similar awards went to the 
Harris-Seybold Company, manu- 
facturer of litho presses, for ef- 
fective use of motion pictures and 
visual aids; to the NAB and the 
RMA in the radio and television 
classification for their joint pro- 
motion of National Radio Week; 
to Blue Cross of Chicago for out- 
standing use of direct mail; to 
Hotel Statler Company for effec- 
tive employe publications; Ralston 
Purina for consumer publications, 
and the San Diego Gas & Electric 
Company for stockholder publica- 
tions. 


Special Trophy to Pearson 

A special trophy award for an 
outstanding individual contribu- 
tion to international relations was 
given to Drew Pearson for his 
“Friendship Train” plan, and for 
outstanding group contribution to 
international relations, to Interna- 
tional House, New Orleans. 

Announcement of the awards 
was made by Paul H. Bolton, gen- 
eral chairman of the awards con- 
test. Presentations were made by 
Howard Bonham, vice ~ president 
for public relations of the Ameri- 
ean Red Cross, and chairman of 
the awards judges. 

While the number of awards 
was sharply cut this year, the 
judges determined to issue special 
“Certificates of Public Relations 
Achievement” to 19 others of the 
more than 100 contestants. 

For use of newspapers—maga- 


zines—trade magazines, certificates | 


were issued to American Hotel 
Association; Walker - Scott, San 
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WORKS LIKE MAGIC* 


But you don't have to be a magician 


to handle it! Anyone... your steno 
or office boy... can set card-stock 
Fototype. Work wonders right in 
your own office-- have professional 


layouts ready for photo-reproduc- 
tion in a jiffy. Save up to 90 per 
cent on typesetting costs as well. 
Write for our free catalog of 125 
type styles and sizes now! 


* This entire ad set with Fototypel 
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Diego retailer; International Sil- 
ver Company; Washington Post; 
G. Fox & Co., Hartford depart- 
ment store; Union Pacific Rail- 
road; Singer Sewing Machine Co. 

Certificate winners in the mo- 
tion picture and visual aids group 
included: Heller-Deltah Co. (Le- 
Tausca Pearls); Weyerhauser 
Sales Co.; Southern Pacific Co.; 
National Association of Ice Indus- 
tries; and U. S. Forest Service. 

Certificates for radio and tele- 
vision went to National Guard Bu- 
reau and Society of American 
Florists; for direct mail to Na- 
tional Screw Machine Products 
Association and Edward Stern & 
Co., Philadelphia; for consumer 
publications to Wisconsin Power 
& Light Co.; for stockholder pub- 
lications to Penn Mutual Life In- 
surance Co., and Capitol Records 
Inc., Hollywood. 


Six Join AFA 

The following companies have 
joined the Advertising Federation 
of America: Pitney - Bowes, Inc., 


| Schweiger, 


Stamford, Conn.; Mevercord Com- 
pany, Chicago; Parker Advertis- 
ing Company, Dayton; Neville & 
Philadelphia; North- 
west Broadcasting Company, Fort 
Dodge, Ia., and William Neville & 
Associates, Philadelphia. 


Two Appoint Bothwell 


Verd-A-Ray Corporation and 
Penetray Corporation, Toledo, 
makers of light and heat lamps, 
have appointed W. Earl Bothwell, 
Inc., Pittsburgh, to handle their 
advertising. The accounts were 
previously handled by the H. M. 
Klingensmith Company, Can- 
ton, O. 


Hyde Joins Tea Bureau 


Anthony Hyde, formerly with 
Arthur G. Newmyer & Associates, 
New York, has been appointed 
managing director of the Tea Bu- 
reau, Inc., New York. 


Lyon Joins Four A’s 

W. D. Lyon Company, Cedar 
Rapids, Ia., has joined the Ameri- 
can Association of Advertising 
Agencies, New York. 


Auto Companies — 


Overestimated | 
Output: Coyle | 

PHILADELPHIA — The automobile 
industry has failed to estimate 
correctly its postwar production 
and thereby has added to the ac- 
cumulated shortage of automo- 
biles since the end of the war, 
according to M. E. Coyle, execu- 
tive vice-president of General 
Motors Corporation, Detroit. 

Addressing the Philadelphia 
chapter of the American Market- 
ing Association in the fourth an- 
nual Parlin Memorial Lecture, he 
said that estimates two years ago 
were that production “would in- 
crease to a peak of about 7,000,- 
0v0 vehicles per year, hold at that 
level for a time, then decline to 
a prewar normal.” 

He said that production totaled 
5,700,000 autos from the end of 
the war to the end of 1947, which 


was 2,000,000 less than the ac- 


v mg Age, ¥ oi, 


cumulation of demand in the same 
period because of greater average 
age of cars and other factors. 
Steel production, he continued, 
will prevent auto output from 
rising above 5,000,000 a year for 


|some time—and this will mean 


continuation of the black market 
on new cars and high prices on 
used cars. 

Mr. Coyle_said present prices, 
60% above prewar auto prices, 
“have been established as in the 
past. They are based upon actual! 
cost of material, labor, tools and 
overhead, with a profit mark-up 
which is essential in any sound 
operation and is necessary to at- 
tract venture capital. Our prices 
reflect far less of the inflation that 
has occurred since 1941 than do 
farm prices for grain, meat and 
other products, or in most manu- 
factured goods.” 


Tool Firm Names Knight 


Gordon J. Knight has been ap- 
pointed sales manager of the 
Smith - Kirkaldy - Dennison Too! 
Company, Amherstburg, Ont. 


>. 
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What a market editorial 
screening gives you for 
apples, bab food, milk, 
cod-liver oil, 
everything it takes to 

keep millions of young- 
sters happy and at the 
peak of 


cookies — 


ealth. BH&G 


children are among the 
best cared for in the 
country. 
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ame ss - |factured air horns for well over 
rage Buell Disc Show | three decades, is using the disc 
~ program as part of its experi- 
ued, Sells Air Horns ment for building a distribution 
rom net across the country. 
Cuicaco—Four weeks ago, a 
, “om Buell Mfg. Company here adapted . oy a Best ‘eames Agency 
a a late disc show on Station WLW, as We SCCoUum. 
Cincinnati, to give road and 
*" | weather information in four| Big Coffee Budget Set 
ices, states, and has since chalked up| Delegates of the member coun- 
ices an impressive sales volume on its| tries of the Pan-American Coffee 
the line of air horns. Conference have voted to provide 
' feels | $2,000,000 a year for the promo- 
tual Anan the ‘e still 100 new | tion of coffee in the United States. 
and ff that Se program = ° This fund will be administered by 
ass judgment, the “Platter : 
c-up to ae , : a three-member executive com- 
yund Time” show has done fully as/ mittee of the Pan-American Cof- 
. at- much to boost sales of the horns| fee Bureau and will be called the 
rices ($80-$125) as local newspaper ad-| Coffee Advertising Council. The 
that vertising, a spokesman told AA. j|agency is Federal Advertising, 
1 do The show producers made| New York. 
and arrangements with the highway —_——_ 
anu- departments of Ohio, Indiana, . - 
Kentucky and West Virginia to|>@naher Joins Distiller 
furnish up-to-the-minute infor- ae ee, Seay pe 
ht mation on road blocks, detours, Tt! “Van Nor ‘jen & Staff 
ap- progress om construction — oo has been appointed assistant sales 
the lar items of interest to highway| promotion manager of National 
Tool users. Distillers Products Corporation, 
The company, which has manu-| New York. 


SUCCESS —A Shigeta-Wright photo- 
graph of a plate of cottage cheese and 
fruit started its career as a small store 
display made for Bowman Dairy Co., 
Chicago, by Howard Scaman Displays. 
It has been used successively in a car 
card design, as a tie-in with the cling 
peach industry's campaign, and as an 
outdoor poster. 


Gemex to Hilton 


The Gemex Company, Union, 
N. J., maker of watch bands, has 
appointed Peter Hilton, Inc., New 
York, to handle its advertising, ef- 
fective July 1. 


| Pillsbury Pre-Mix, 
'Flouring Units Merge 

| Pillsbury Mills, Minneapolis, 
|has consolidated and merged its 
| pre-mix division with the flour 
milling division. Activities of the 
former pre-mix division will be 
directed by A. B. Sparboe, flour 
milling division president, with 
headquarters in Minneapolis. 
Lewis E. Russell has been named 
vice-president in charge of pre- 
mix activities. 

Harvey J. Patterson, vice-presi- 
dent in charge of bakery sales, 
will direct pre-mix sales, and 
M. F. Dougherty, a division vice- 
president, will supervise produc- 
tion. Dewey J. Samson has been 
appointed pre-mix sales manager. 
Lewis B. Wall and W. Murray 
Wilshire, president and _ vice- 
president, respectively, of the for- 
mer pre-mix division, have re- 
signed. 


Hoboken Lead to JL&4F 

Hoboken White Lead & Color 
Works, Hoboken, N. J., has ap- 
pointed Jasper, Lynch & Fishel, 
New York, to handle its advertis- 
ing. 
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electing the Best 


is the Trick 


UIET, please, while the big deci- 

sion’s being made. It’s got to be 
a big piece —and it’s got to be a 
choice one, too. 


Good luck, Jimmy. If you were grown 
up and buying space, picking the best 
would be easier — because a fellow 
can look inside. 


Inside Better Homes & Gardens, for 
example, advertisers find 100% service 
articles on better living in a better 
home. 


Naturally, 100% service appeals only 


to the people whose big interest is 


home and family, 


Over 3,000,000 of them reading BU&G 


for ideas and know-how make a whale 


of a market. 


And it’s a very rich whale of a market 
because BH&G families have incomes 
that are among the highest for all 


big magazines. 


Better find out how our editorial 
screening delivers this blue-chip 
market to you — when the BH&G 
representative calls next time. 


lon ovER 3,000,000 © 


Sales Executives 
to Hear Farley, 
Taft, Kettering 


New York—Featured speakers 
at the 13th annual convention of 
the National Federation of Sales 
Executives at the Waldorf-Astoria, 
New York, June 16-18, will in- 
clude Senator Robert Taft, James 
A. Farley, Charles F. Kettering, 
Thomas J. Watson and _ Eric 
Johnston. 

More than 1,000 executives are 
expected to attend the convention, 
the theme of which will be “Sell- 
ing Our Way to World Peace.” A 
women’s day program has been 
planned for their wives. 

The June 16 morning session 
will be devoted to recruiting sales 
staffs. The afternoon speakers— 
including Elmo Roper, researcher; 
Leo Cherne of Research Institute 
of America, and Louis Doliver, 
United Nations World—will pro- 
ject domestic and foreign economic 
conditions for the next two years. 

The June 17 morning session 
will tell how to prepare the sales 
force for “all-out” selling. The 
afternoon session will cover co- 
ordination of the functions of dis- 
tribution. 

Mr. Watson and Mr. Johnston 
will address the annual banquet, 
June 18. The three-day program 
will show new techniques in sales 
presentation and sales training, 
including the use of motion pic- 
tures and television. 

Mr. Watson, president of Inter- 
national Business Machines, is 
honorary chairman of the pro- 
gram committee. Vice-chairmen 
are Arthur H. Motley, Parade 
Publication, Inc., Frank M. Mead, 
United Cigar-Whelan Stores, and 
Eugene Thomas, Station WOR. 

Gene Flack of Sunshine Bis- 
cuits, Inc., Long Island City, is 
president of the federation. 


Scripps-Howard Ups 
Fidler and MacLean 


Lewis S. Fidler, on the New 
York advertising staff of the 
Scripps-Howard Newspapers, has 
been appointed assistant to the di- 
rector of the Scripps-Howard gen- 
eral advertising division. He has 
been with the company for the 
past 19 years. 

H. H. MacLean, manager of the 
retail advertising division, has 
been named assistant to the direc- 
tor of the division. He has been 
with Scripps-Howard for the past 
17 years. 
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Sales talk! Kleen-Stik keeps those im- 
portant point-of-sale posters right up 
| there SELLING! Salesmen don't waste 
| time with glue, paste, tacks and messy 
stickers. Dealers like the fact that Kleen- 
Stik may be used on any smooth, hard 
surface—on windows, counters, walls 
— yes even on shining mahogany. 
Kleen-Stik assures complete poster 
usage, and that’s what counts! 


Get it up and Keep it up! 


| Presto! Simply peel protective covering 

| and press display in place. A small spot 

| on each corner or a thin strip down each 

| side is all you need. Remember, every 
space is a Kleen-Stik 
Place! 


Available through any 
| printer or lithographer 


KLEEN-STIK PRODUCTS, Inc. 


2611 S. Indiana Ave. Chicago 16 
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A Sound Basis for Contests 


It is, we hope, no secret that 
we have not been too much im- 
pressed through the years with the 
numerous competitions, national 
and local, which are designed to 
pick the “best ads” of the year. 

We have not been impressed | 
because we have felt that “best | 
ads” meant “best looking” ads, 
or “most professional looking” ads, 
or some such thing. We have not 
been impressed because we know | 
that in most competitions there is 
no basis for judging the advertise- 
ments submitted, except the basis 
of looks and appeal to the judges. 
And since it has been proved, by 
ADVERTISING AGE’s annual Inter- 
national Correspondence Schools 
“guessing contests,” as well as by 
innumerable other events, that ad- 
men are not necessarily able to 
pick resultful ads from duds, we 
have never been convinced that 
an ad is good or bad merely be- 
cause a jury of admen, working 
without any specific knowledge of 
what the ad has done, says it is 
good or bad. 

Hence, we are more than a little 
interested to learn that a commit- 
tee of the Cleveland Advertising 
Club, headed by Wilmer H. Cordes 
of American Steel & Wire Com- 
pany, feels somewhat the same 
way, and plans to do something 
about it. 

Mr. Cordes and his committee 
have been studying the problem 
for almost a year, in the course of 
which they have studied all exist- 
ing advertising award contests. 


They have posed to themselves 


the question: Is it possible to 
prove the standard of perform- 
ance of an advertisement? And 
they have decided that it is, per- 
haps not in exact terms, but in 
terms which will at least enable 
an advertiser to decide for him- 
self whether a particular ad or a 
particular campaign has accom- 
plished the objective it was de- 
signed to accomplish. 

In line with this thinking, the 
Cleveland Advertising Club will 
shortly announce an advertising 
award competition, restricted to 
Cleveland area advertisers and 
agencies, which will not be based 
on appearance or technical excel- 
lence. Instead, entries will be 
judged primarily on two simple 
points : 

1. What was the objective of 
this advertisement or this cam- 
paign? 

2. How well did this advertise- 
ment or this campaign meet that 
objective or objectives? 

The answers to these questions, 
of course, will have to be pro- 
vided by the advertisers, and not 
imagined by the judges, which is 
an important departure from most 
advertising award contests. 

Mr. Cordes says it makes sense, 
and that advertising must be 
judged from the standpoint of the 
management that appropriates the 
money and pays the bills for the 
advertising, instead of from the 
standpoint of the technicians who 
prepare advertising. 

We believe Mr. 
point there. 


Cordes has a 


Is Mr. Mason Right? 


Last week we published, in de- 


tail, a talk by Federal Trade Com- | 
missioner Lowell Mason which we | 
suspect is going to cause many | 


people to worry needlessly about | 
delivered prices. 
In his usual forthright manner, | 
Mr. Mason summed up the effects 
of the Supreme Court decision in | 
the cement case and other recent | 
cases, and came to the categorical | 
decision that unless specific legis- | 
lation is adopted, “zone prices are | 
out” and “an individual universal | 
delivered price system is out.” 
Those are harsh, and, we fear, 


FTC enough funds to “sue the na- 
tion.” 

Mr. Mason turns neat phrases, 
but one occasionally suspects that 
a punchy phrase is more to his 
liking than sober fact which tends 
to detract from the phraseology. 
The fact is that the cement de- 
cision and all other similar- de- 
cisions have turned upon the ex- 
istence of identical prices for 
competitive articles, arrived at 
through a basing point formula. 

Identical prices for all competi- 
tive products in the consumer 
goods field are the exceptions, not 


not too well measured words. Mr. the rule, and it seems to us 
Mason said that zone prices affect | essential to point out that no court 
every industry selling nationally, | yet has declared delivered prices 


“from pins and needles on up,” | per se as illegal. 


They are illegal 


and that most of them didn’t have | only when they eliminate or les- 


to worry too hard only because it/sen price 


is unlikely that Congress will give | 


direct competitors. 


ae 
competition between off ties, and a lucky number is 


drawn, the winner of which gets 


"Yes, Mrs. Jones, tomorrow this old block will give way to the newest neon- 


lighted coin-operated meat dispenser . 


. . and the boss is already hinting about 


my not wearing a hat here.” 


Bad Newsie 

We've never ceased to be as- 
tonished at the opprobrious con- 
notation a simple word can get in 
a business. Say “billboard” to an 
outdoor man, and he quivers until 
he can gasp out “24-sheet poster,” 
say “trade paper” to a business 
paper salesman, say Sunday sup- 
plement to any one of the national 
magazines which are distributed 
with newspapers—and you'll see 
what we mean. 

Comes now the American News- 
paper Publishers Association, with 
a word which may not, repeat not, 
be used. The word is newsie. The 
proper term is newspaperboy ... 
“the approved use is not two 
words or hyphenated .. .” 

“If a newsman is writing a story 
about any of these handlers of 
newspapers and he knows the ex- 
act status (vendor or carrier boy 
or newsboy) of the individual, it 
is proper to so refer to them,” 
ANPA notes crisply. 

“What has caused confusion in 
the past is the fact that often the 
news department has referred to 
a carrier as a ‘newsie.’ A carrier 
boy is not a newsie. He is not a 
newsboy. He is not a newspaper 
vendor. Reference to his being a 
‘newsie’ often causes embarrass- 
ment because parents of these 
boys never regard their sons as 
newsies, and a news article refer- 
ring to them as such is not under- 
stood.” 

Well, it seems that even such 
notable occasions as special exer- 
cises, ball games, or dinners con- 
ducted by newspapers for carrier 
boys have been erroneously de- 
scribed as events for “newsies.” 
This is, of course, ridiculous; 
newspaper men should know that 
newspaperboys tote around their 
day’s output. 

If reporters don’t want to bring 
undue embarrassment to parents 
of little newspapering offspring, 
they’ll lay off that ugly word. 
Leave us forget newsie, fellows, 
it’s for the happiness of the home. 


Qunch 


Seems that there are more fast 
wrinkles in industrial relations 
than we have time to keep up on, 
one of them being General Ani- 
line & Film Corporation’s Quiz- 
at-Lunch game, or Qunch for 
short. It’s copyrighted, and it 
works like this: 

GAF employes get a little card 
questionnaire, a multiple choice 
and true-and-false affair. Em- 
ploye answers it, drops the major 
portion into a box, retains a stub. 
Next week the high scorer wins 
free lunches for a week (all this 
takes place in the company cafe- 
teria), with drawing of lots to run 


one free lunch. 
Sample questions: “. . . GAF’s 


annual telephone bill is about 
$200,000, $60,000, $140,000"; .. . 
“two of these dishwashing ma- 
chines . . . exclusively recommend 
Chat, Antara’s new sudsless de- 
tergent ... Thor... Kaiser. . 
Bendix,” etc. ; 

C. Joseph Hyland, GAF’s direc- 
tor of public relations, says the 
reaction is good, that the idea has 
been sent to other corporations, 
and that some day there may be a 
national Qunch contest. 

Actually, we were glad to find 
out about it—and relieved that it 
didn’t develop to be a breakfast 
cereal for children who can’t pro- 
nounce their “r’s.” 


Jottings 

The Lincoln Savings Bank in 
New York recently ran fairly 
large space congratulating the Dry 
Dock Savings, East River Savings 
and Union Square Savings on 
their 100th anniversaries, which 
occur this year... 

If you didn’t notice, John R. 
Hurley, president of Thor Cor- 
poration, recently paid tribute to 
household appliances, which allow 
“the modern housewife time to 
develop her mind and express 
herself intellectually.” .. 

You don’t have to believe this, 
but there’s a telephone answering 
service in Brooklyn (where else?) 
and the Motorola radio operators 
end each message with “Dod- 
me.” .-: 

Four Cincinnati hospitals will 
shortly have television, with pa- 
tients renting sets, according to 
WLWT... 

And in Hartford a dispossessed 
auto repair shop, J. Nurmi, ad- 
vised its customers in an ad: “You 
‘Yam’ ’em in, We'll ‘Yam’ ’em 
out, when we get the location to 
‘Yam’ ’em out.” . . 

Con Gebbie of Shell Oil’s public 
relations department in New York 
is getting out another directory of 
former Stars & Stripes and Yank 
personnel... 

When the new Franklin half- 
dollar came out, the Franklin So- 
ciety (a New York savings insti- 
tution) offered a new one to each 
person who opened a savings ac- 
count of $10 or more... 

Crosley division, Avco Mfg. 
Corporation, will hold its first 
mass vacation, closing the plant 
from July 30 to Aug. 16... 

Gaines Dog Research Ceuter, 
New York, has turned out a direc- 
tory of hotels and motor courts 
which accept dogs, called “Tour- 
ing with Towser.” . . 

The National War Trophy 
Safety Committee is mulling a 
film, to be called “Targets for To- 
day,” and telling how not to blow 
yourself to bits with those things 
you picked up for souvenirs. . . 


The following documents may be 
secured without charge from com- 
panies sponsoring them or throug) 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his business 


letterhead. Address ADVERTISIN< 
Ace, 100 E. Ohio St., Chicago 11. 


No. 3077. Reader Class, Reader 
Esteem, Reader Interest. 


The class of homes receiving 
L’Action Catholique, the attitude 
of readers toward the paper, the 
interest and manner of readership 
and the extent of readership of a 
Thursday issue are reported in 
this study, issued by the French 
language daily newspaper, pub- 
lished in Quebec. 


No. 3078. The Photogelatine Pro- 
cess. 

The photogelatine process, a 
pictorial printing process that re- 
quires no screen, and the uses for 
which it is practical are described 
in this illustrated article, available 
from Illinois Photogravure Com- 
pany. 


No. 3079. Florida’s Fastest Grow- 
ing Market. 

The St. Petersburg, Fla., news- 
papers have produced this folder 
reporting the growth in popula- 
tion, retail sales and effective 
buying power in the Tampa-St 
Petersburg market. 


No. 3080. Chain Drug Marketing 
Map. 

Chain Store Age has prepared 
this folder that opens into a yard- 
wide map showing locations of 
buying headquarters of drug 
chains operating three stores or 
more and the number of stores 
operated by leading chains in 208 
leading cities. Chain Store Age 
also has available a “Drug Market 
Summary,” supplemental to the 
map, which shows chain drug vol- 
ume for 1947, with information on 
the editorial content of the pub- 
lication’s drug editions and de- 
tailed circulation figures. 


No. 3081. Chain Grocery Mar- 
keting Map. 

Locations of buying offices of 
corporate chains and important 
multiple grocery retailers are 
shown in this map, published by 
Chain Store Age. It includes a 
state-by-state listing of the loca- 
tions of buying offices for 30,112 
retail grocery units, including 17,- 
431 supermarkets and other self- 
service stores. 


No. 3082. The New England Farin 
Market. 

New England Homestead has 
published this folder of statistics 
about New England agriculture. It 
covers acreage, production, and 
value of production, farms pro- 
ducing dairy products primarily, 
poultry farms, farm expenditures, 
ownership of tractors and value 
of farm machinery, and many 
other details. 


No. 3083. Facts About Your Fo- 
chester Market. 


Market facts for the Rochestc’, 
N. Y., trading area are shown i) 
this booklet, including population, 
retail sales by type store; num- 
ber and kinds of wholesale and 
retail establishments, with sales: 
agriculture, and industries. Issucd 
by the Rochester Times - Unio" 
and Democrat & Chronicle. 


No. 3033. The American Hore 
Circulation Study. 
The American Home has issucd 
this complete, detailed analysis ©! 
circulation for the U. S. and i's 


possessions, Canada and foreig”. 
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OUT-OF-DATE “FIGURES! 


You need today’s facts 


Easier sailing to bigger sales, 


when you use ¢oday’s statistics! 
Latest data shows THE INQUIRER 


out front in Philadelphia... in 


advertising linage—and productivity! 


T. W. LORD, Empire State Building, N. Y. C. 
Longacre 5-5232 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-79.46 


and figures on Philadelphia— | 
America’s 3rd Market! | 


-_—_ 


Women’s Specialty Shops Keep a 
Inquirer First in 1948!" 


INQUIRER 2nd PAPER : | 
794,093 LINES 577,002 LINES . | 
DAILY AND SUNDAY DAILY AND SUNDAY _ 


FIRST 3 MONTHS 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA a 


he Philadelphia Inquirer =f 


Exclusive Advertising Representatives 


ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Andover 6270 Cadillac 6005 
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Court is Pertur 
by FCC Order, 
But Okays It 


WASHINGTON — In brief, barbed 
opinions, two justices of the U. S. 
Court of Appeals here differed 
last week over the propriety of an 
FCC order refusing extra power 
to Station WADC, Akron, because 
the station proposed to devote it- 
self largely to network programs. 

In awarding the increased 
power, instead, to WGAR, Cleve- 
land, the commission contended 
that the WADC programming plan 
obviates the likelihood of a bal- 
anced program structure, and con- 
stitutes a “voluntary abdication” 
of management authority to the 
network. 

While the court unanimously 
agreed that the commission has a 
right to prefer WGAR if it wishes, 
conflicting approaches to the is- 
sues of program supervision indi- 
cated some sharp clashes when 


Available! 
World's Largest 
Sales Force! 


and these Salesmen a 
are Tops in Direct Selling / 


Nationally, known manufacturers 
such as Fyr-Fyter Co., J. B. Simpson 
Tailoring Co., Fashion Frocks, Stark 
‘Nurseries, and scores of others, use 
this sales force to chalk up many 
millions in sales annually in this 


You can obtain this sales force of 
independent, successful salesmen to 
profitably = your wreneee ~ 


ema) oe aie 
The Fascinating True Story of 
C. A. Solberg's Selling Success 


od testing then eek etek 
eet ew ee cote foal ate al 


5 ‘First in the Field— fe 
The oldest sales publication with 


_ Write for This Booklet 

W tells afl you wont te hace eho 
Direct Selling. Contains a wealth of 
valuable information for manufac- 
turers and advertising agency 


experience in the Direct Selling 
field, without the slightest obliga- 


$2.000. ane a 
TONAL Manner 


PECIALTY 
ALESMAN 


will carry a 16-page black~-and. 


FCC’s program activities eventu-, “arbitrary and capricious” in ex-,celain top and Formica breakfast K 
ally reach the courts. pecting a balanced program struc-|and dinette sets, has appointed| white editorial form by news. asF 
For the court, Justice Henry | ture on every station. Noting that Harvey Advertising Agency, Chi-| paper columnist Edward F. O'Day. W. 
Edgerton considered the commis-|there are already 15 stations in cago, to handle its advertising and P mana 
‘sion fully in order. Citing the net-| the Akron area devoted to local public relations. Lektrolite to BC&P —— 
work monopoly case, he argued|needs, he saw no reason why| The Lektrolite Corporation, Ne poser > 
that “censorship would be a curi-| WADC should be prevented “from Announces House Organ York, has appointed Berminghan eal 
ous term to apply to the require- | making large use of the facilities) Horizon House Publications,| Castleman & Pierce, New York, to § conta 
ment that licensees select their|of one of the major broadcasting | San Francisco, syndicate house or-|handle the advertising _ for its 
own programs by applying their companies.” _gan publisher, will soon launch flameless lighters. Television spots A 
own judgment to the conditions | a eet a monthly house organ for print-| are running currently in Los An- PP 
‘nad extn ine lie to tee Deudies Names 1 ers. Titled “The Recorder,” it will | geles, Chicago and New York. Fa Ger 
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' . Douglas Furniture Company, city on an exclusive distribution | vision drive, plus a newspaper §@ sentat 
was convinced that FCC was Cicero, Ill., manufacturer of por-| basis. The 4x9-inch publication| campaign in selected markets lished 


SUPERSONIC FLIGHT: A 650-mile gale can tear the eyes 


out of a man’s face and scorch a cockpit to 250° — so science 


devises new protection for pilots flying faster than sound. Posted on these pages are random excerpts from Com) 
eat aT gga SCIENCE illustrated for June: supersonic flight how 
; and pest control . . . lightning and alcoholism— 
what people are doing for people in the world 1 
of science today. 
This sort of fare, through unmatched formula 2 
and technique, is mighty exciting to a great 
and growing audience every month. And prac- 
tical proof that this audience is remarkable for 
profitable sales action is exciting to more and 
more advertisers. 
For a quick glimpse into new, definitive studies Your 
of the SCIENCE illustrated market — already pay- 
over 500,000 net paid, over 1,500,000 total readers lems. 
—consult the facts and figures summarized in near 


three significant headings on the right. 


A McGraw-Hill Publication 


PEST CONTROL: Cockroach under anesthesia gets “guinea FL New York ¢ Chicago * Cleveland ¢ Philadelphia 
pig” treatment as science launches new attack on insects which le : 
cost U.S. fully $1.5 billions a year in damage and disease. a 
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Kasper Joins White 

w. C. Kasper Jr., advertising 
manager of Tinnerman Products, 
Inc., Cleveland, for the past seven 
years, has joined the White Ad- 
vertising Agency, Cleveland, 
where he will handle copy and 
contact work. 


Appoints Carrick 
Gerald S. Carrick has been 
named general advertising repre- 


Company, New York. He suc- 
ceeds John L. Williamson, who 
has joined the general sales de- 
partment of Combustion Engineer- 


| ing. 


Agency Adds Airline 
World Airways, New “York, 
which operates Boeing flying 
boats between New York and the 
Caribbean ports, has named 
French & Preston, New York, as 
its agency. The airline plans to 


Ray Shaffer Changes 


Ray Shaffer, for the past four 
years vice-president of Tempo, 
Inc., Chicago, has resigned to join 
| Stephens-Hall-Biondi, Chicago, in 
an executive sales capacity. Both 
| organizations are commercial art 
}and photographic studios. 


a 
WCAU-FM Boosts Power 


WCAU-FM, Philadelphia, now 
| is operating on an effective ra- 


sentative of Combustion, pub-| institute flights to Cape Cod this| diated power of 10,000 watts. The 
lished by Combustion Publishing! summer. 


A. 


|station formerly had 3,000 watts. 


‘Commerce Head 


Will Address 
AFA Convention 


New Yorxk—The newly ap- 
pointed Secretary of Commerce, 
Charles Sawyer, will be the fea- 
tured speaker at the opening 
luncheon session at the 44th an- 
nual convention and exhibit of the 
Advertising Federation of Amer- 
ica on June 14 at the Netherland 


pay off for V0) |] 


Compared with non-readers next door, here’s 
how SCIENCE illustrated readers stand out:* 


BETTER EDUCATION 
19% more are college trained (SI:54%) 


BETTER OCCUPATION 
29% more are executive or professional 


(S1:43%) 


BETTER FAMILY INCOME 
16% more earn $5,000-plus (SI:37%) 


*From recent studies by The Psycholog- 
ical Corporation; details on request. 


Your nearest SI man can help you apply this 
pay-off potential to your own marketing prob- 
lems. And the big June issue awaits you at the 
nearest newsstand. It will pay you to get better 


acquainted with both. 


LIGHTNING: What goes on inside the billion-volt electron- 
avalanche called a thunderbolt; what it can do te you; 
and what science is doing about it for you — in detail. 


ALCOHOLISM: Psycho-physical sciences converge on world’s 


least understood iliness in new, 
authoritative, comprehensive report ever 


. oe. 
CICNCC—-—= 


Se 


Science 


* Mustrated - 


clinical approach; 


first 
to be published. 


Science == 
= 


Plaza Hotel, Cincinnati. 

Mr. Sawyer’s talk will precede 
a panel of executives on the topic 
of “Top Management Looks at 
Advertising.” Other speakers in- 
clude J. D. Shouse, president, 


Crosley Broadcasting Corporation; 


Chester W. Ruth, director of ad- 
vertising, Republic Steel Corpora- 
tion; Howard P. Abrahams, di- 
rector, sales promotion division, 
National Retail Dry Goods Asso- 
ciation, and Olin O. Stansbury, 
publicity director, Stix, Baer and 
Fuller. 

William Benton, chairman of 
the board, Encyclopaedia Britan- 


niea, Chicago, will address the 
federation’s annual dinner on 
June 15. 

Ruppert Names Banker 


Robert F. Banker, formerly pur- 
chasing officer with the United 
States Navy and A. and M. Karag- 
heusian, Inc., New York, has been 
appointed manager of the pur- 
chasing department of Jacob Rup- 
pert, Brewer, New York. 


(Advertisement) 


A Rule of Thumb to 
Pull Out Plums from 
the Business Market 


Henry H. Dyrsen, Jr. 
A. W. Lewin Co. 


If there’s any law that can be 
laid down for successful advertis- 
ing to business men, it’s this simple 
rule of thumb: Think for yourself 
on your sales problems and think 
clearly, from the buyers’ point of 
view. 


There’s nothing wrong with imi- 
tation of what some other adver- 
tiser is doing .. . except that you 
never know exactly what he’s try- 
ing to accomplish or how well he 
is succeeding. 


You’re on much safer grounds if 
you figure out your own sales 
problems and set your advertising 
objectives from there. Then you 
figure out the simplest, most eco- 
nomical means of advertising to 
reach this objective. 


At this stage of planning, per- 
haps the new concept of mass ad- 
vertising in the business market 
will help you find the right an- 
swers. 


This simple concept means buy- 
ing the mass circulation which will 
blanket America’s business com- 
munity. With enough insertions of 
your sales message, you can get 
the entire business community to 
understand what you have to sell. 


And it’s the only way you can be 
sure your advertising reaches all 
of your prospects and all who in- 
fluence the buying of these pros- 
pects. 


Ask your agency media man 
about the real economy of this 
mass technique .. . if you want to 
pull more plums out of your busi- 
ness market. 


* * * 


This column is sponsored by 
Nation’s Business to promote the 
use of a mass technique in selling 
the business market of America. 


Four leading general business 
magazines offer you a combined 
circulation of 1,335,000 executive 
subscribers. This means over fif- 
teen million pages a year on 12-13 
time schedule. 


Guaranteed Circulation B&W Page 
Nation’s Business ..575,000 $3,000 


U. S. News & 

World Report ....350,000 2,400 
PURO ccc ccctcscs 235,000 2,900 
Business Week ....175,000 1,575 


1,335,000 $9,875 


We'll be glad to give you a more 


| detailed picture of the mass cover- 


| age now available to your business. 


Write for free booklet. Nation’s 
Business, Washington, D. C. 
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| Republican, Mr. Virden has been; According to the latest informa-|the government needs will be 1». 
me | subjected to nationwide publicity | tion reaching the Commerce De-| changed in ’49. 
as a result of the activities of an| partment, supplies of all paper : See 
estranged daughter who is a copy| other than newsprint and kraft Interior Secretary J. A. Krug 
girl for Tass, Soviet news service.| paper and bags, is approaching a| sees industry and governmen 
* « » state of near he 6 In eee teaming up to create a sizable ney 
~ . i /report on pulp and paper, Com-| industry devoted to synthetic 
 samaiee saeanens ae atener | merce Department claims that | liquid fuels. Dedicating a govern- 
i a A ~ » | book publishers, magazine pub-| ment-owned pilot plant at Bruce- 
| pecter of “sacred cows.” | ,. - ‘ i 
lishers and commercial printers|ton, Pa., last week, he insisted 
|are now fairly well off. It antici-| that primary responsibility in ‘h, 
|pates moderate improvement in| field rests with private indusiry 
| newsprint shortly with the intro-| Krug visualizes a need during \, 
duction of new facilities owned by| next decade for synthetic: capac it, 


By STANLEY E. COHEN, Washington Editor = 


Commerce, Seeking Executives, | executives, but his recruitment is One of ‘his first acts has been a 
Hampered by Loyalty Probe | seriously handicapped as a result| sharp purge of departmental pub- 
| WASHINGTON-—Most of the Com-| °f the congressional attacks which | lications, including all publica- 
oe. have been embarrassing two of) tions of the Office of Small Busi- 


merce Department’s “top com-/,. : 
vice : mand” has followed former Sec- ol Pacmag mem pe a = aie reise abn sot ge Th tn ne | west coast publishers. Incidentally,| to supplement fuel production »}, 
caae® ; : : : ’ | th Trea lly 
2 retary Averill Harriman into the Standards, and John C. Virden,| publications which could be pro- e easury Department hadj/about 2,000,000 oa ag daily. 


When completed, synthetic 
liquid’ fuels industry would con- 
sume 5,000,000 tons of coal and |.- 


= , , |some good news last week from 
administrator of the voluntary|/ duced by commercial publishers, | 


programs to increase production.|and all Commerce publications | 


European Recovery Program, 
leaving the new Secretary, Charles 
Sawyer, a formidable reconstruc- 


the Crane Co., Dalton, Mass., 
which supplies the _ distinctive 


tion job. 
Sawyer must find a new Under 


The attack on Mr. Virden has| which are of value to only a very” 
Aj narrow segment of the business 


been particularly outrageous. 


paper used in curnency and public 
debt securities. Price for approxi- 
mately 1,500 tons of paper which 


500,000 tons of oil shale daily. 
Combined manpower require- 
ments would approximate 200,000 


Secretary, and several other top/Cleveland manufacturer, and a/ economy. 


men. 


co ~ te 


Sentiment for legislation clam)- 
ing down on liquor ads is said to 
be surprisingly strong in Con- 
gress. Drys are not alone in ob- 
jecting to liquor copy which im- 
plies that drinking is essential to 
business or social success, and that 
alcoholic beverages are part of the 
home and national tradition. The 
Senate interstate commerce com- 
mittee shelved the issue by an un- 
comfortable 6-5 vote this session, 
| but Sen. Clyde Reed (R., Kans.) 
| will be back fighting next session 
if the situation remains un- 
| changed. 


* * * 


| Commerce Department reports 
|a noticeable pick-up in retail sales 
/during April. After flattening out 
| for several months, the seasonally 
| adjusted volume exceeded even 
the high established at the end of 
| 1947. At the same time, BLS re- 
ported cost-of-living from mid- 
|March to mid-April up 1.4%, 
| more than canceling out the Janu- 
/ary-March dip. Here in Washing- 
ton the food dollar was worth 45 
cents on the 1939 basis, with the 
housewife paying $2.18 for the 


same amount of groceries she 
could once get for $1. 
eo ak ae 

Total number of authorized 


broadcast stations of all kinds 
passed 3,124 May 1, according to 
an NAB recapitulation. In all, 
there are now 2,002 standard sta- 
tions authorized and 1,658 broad- 
casting, compared to fewer than 
1,000 when the war ended. In 
addition, there are 1,025 FM sta- 
tions authorized (510 of them on 
the air) and 97 television (22 of 


that reaches the most homes in oni bene ape se 


You're looking at the newspaper 


President Truman put his sig- 
nature last week on a bill in- 
creasing from $100 to $400 the 
value of foreign goods which U. S. 
tourgsts may bring into the coun- 
try y-free. The original al- 
lowance, established in 1897, was 
increased (at least partially) in 
recognition of the need to encour- 
age spending by U. S. travelers in 
dollar-shy foreign lands. 


Metropolitan W ashington 


* i 


i 
' The highly literate Washington, D. C. market « 
| supports 4 daily and 3 Sunday newspapers. Of these 


The Star affords advertisers superior coverage because 


@ over 78% of The Star's circulation is home-delivered, 


Airline Uses Video Spo'ts 


United Air Lines, Chicago, as 
begun a television spot camp:ig" 
in three cities, New York, “hi- 
cago and Los Angeles, using °ve- 
ning one-minute films, largel) 0” 
its New York-Los Angeles s°'v- 
ice. Spots will run three times 4 
week on WCBS-TV, New Y rk, 
twice a week on WBKB, Chi¢::2°, 
and five times a week on K’ A, 
Los Angeles. The contract is ‘0 
13 weeks. N..W. Ayer & Son, ‘ "'- 
cago, is the agency. 


Women’s Adclub Elects 


@ over 95% of The Star’s circulation is within the ABC 


City and Retail Trading Zones. 


e daily or Sunday The Star reaches more homes than any 


other Washington newspaper. 


For sales in the nation’s capital, advertisers look to The Star— 
the newspaper with reader-confidence inspired by 95 years 


of publishing integrity. 


The Washington Star ) 
: Sally Gibson, Knox Reeves °° 
Represented nationally by vertising, Minneapolis, has |e? 


elected president of the Wom "* 
Advertising Club of Minneap:' 
Ruth Aurness, Minneapolis T: ''¢ 
columnist, has been elected \ °° 
president; Elaine Johnson, ir 
gess-Beckwith, secretary, “™ 
Anne Bystrom, in the home ‘°"Y" 
ice department of Pillsbury ™: 5: 
treasurer. 


Dan A. Carroiy, 110 E. 42np Str... NYC 17 
Tue Joun E. Lurz Co., Trisune Tower, Cuicaco Il 
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Postwar Media Use, 
Copy, Sales Policies 
Are More Effeminate 


By M. HOLLINGSWORTH 


Detroitr—The increasing influ- 
ence of women in purchase of 
automobiles has revised the ad- 
vertising programs and sales tech- 
niques of most of the nation’s auto 
manufacturers. 

Before the war there was some 
slanting of copy to appeal to the 
better half, and some use of wom- 
en’s magazines. Recognition of 
the importance of women was 
comparatively slipshod. But with 
new studies showing that the 
women are “better heeled” than 
ever, and influence half or more 
of auto sales, these have developed 
new copy trends and greater use 
of women’s publications. 

Auto companies now consistently 
using women’s magazines include 
Ford, Plymouth, Packard, Olds- 
mobile, Cadillac, Chevrolet and 
Kaiser-Frazer. 

Although Chrysler, Dodge and 
DeSoto have not purchased space 
in these magazines, they have 
styled their copy in mass maga- 
zines with a positive feminine ap- 
peal. 


Several Ford Studies 


One of those admitting the im- 
portance of women’s influence in 
the automobile market now is 
John R. Davis, vice-president in 
charge of sales and advertising of 
Ford Motor Company. 

“In a dealer survey,” Mr. 
Davis told AA, “we found a sur- 
prising number mentioning ‘the| 
wife’ as a factor in a successful 
sale—or a sale that got away. So 
we decided to turn to the woman 
and find out what determines her | 
choice of any automobile.” 

To do this, Ford’s marketing 
and research department has 
made exhaustive surveys, both in- 
dependently and in cooperation 
with the University of Michigan 
and Northwestern University. 
Elmo Roper did one of the Ford 
surveys. 

Last year Ford used Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 
McCall’s and Woman’s Home Com- 
panion. Although J. Walter 
Thompson Company, which han- 
dles Ford advertising, has not 
divulged plans for the 1949 cam- 
paign following introduction of 
the new Ford line, it is expected 
that space in women’s publications 
will far surpass that of the past 
year. 


Chevrolet on Bandwagon 


Chevrolet has given recognition 
to the women’s market through a 
strong campaign of four-color 
pages in Better Homes & Gardens, 
Household and Ladies’ Home Jour- 
nal. Chevrolet found in a survey 
of this market, conducted by 
Flanley & Woodward, that the | 
woman’s influence on the selec-| 
tion of the family auto is as strong 


Auto Makers’ Attention 
Turning More to Women 


as, and, in many cases, stronger 
than that she possesses on other) 
major family purchases. Chevro-| 
let has also extended its adver- 
tising appeal to women in its 
farm publication and vocational 
magazine advertising. 

This General Motors division | 
has also mapped an entirely new 
sales approach as the result of its 
studies, and sales conferences are 
now under way nationally to train 
salesmen in new approaches to the | 
housewife and others of her sex. 

Campbell - Ewald Company is) 
now launching a Chevrolet drive) 
featuring milady having her photo | 


taken in her new Chevy. 

Oldsmobile’s appeal to women 
is based on an indirect approach. | 
There is no special women’s cam- | 
paign in either headline or copy, 
although Olds has used Harper’s 
Bazaar and Vogue extensively. 


Olds, Packard Plug Slogans 


The incidental illustrations of 
“Futuramic” houses and women’s 
fashions have been selected, ac- 
cording to D. P. Brother & Co., 
Oldsmobile agency, with an eye 
on the ladies. The agency con- 
siders its line, “It’s Smart to 
Own an Olds” to have a definite 
appeal to feminine prospective 
buyers. 

Packard Motor Car Company’s 
ultra - refined advertisements in| 
women’s magazines have cer-| 
tainly gone a long way toward at-| 
tracting the feminine half of the | 
market. The ads, prepared by’ 
Young & Rubicam, feature illustra-| 
tions of home settings. A clever | 
twist has been the marking-out of | 
“man” and writing in “woman” in 
the familiar “Ask the Man Who 


Owns One.” Packard also uses| J 
“Out of this world into Her! 
heart.” | 


CHEVROLET ~ 
ond ony Moreh 


Packard has used full-page, | iS FIRST! 


black-and-white ads in Harper’s| 
Bazaar and Vogue. These, it Says, | 
have pulled strongly. In its pres- | 
ent newspaper program, which is| 
three times that of 1947, the com- 


fe that ‘moet 6! tary Chenoa matt 


Raiser 


FRAZER J 


STRICTLY FOR THE LADIES—Shown above are some examples of the auto makers’ special pleadings to women prospects, an 
| appeal that has developed greatly since the war. Among the ads appearing in women's magazines are: Top left and right, 


pany slants the copy strongly to-| packard and Oldsmobile ads in Harper's Bazaar and Vogue; top center, Ford's current Better Homes & Gardens ‘pre-condi- 


ward women. 
Cadillac division of GM, with' 
a greatly expanded ad _ budget, | 


‘tioner’ ad; bottom left, a forthcoming Chevrolet ad in BH&G, Household and Ladies’ Home Journal, and bottom right, Kaiser- 
Frazer's current ad in Harper's Bazaar, LHJ, Vogue and Woman's Home Companion. 


also is giving greater recognition | yp at the suggestion of Mr. Davis. 
to the women’s market, according | One of the largest Ford dealers in 
to MacManus, John & Adams, petroit has a top salesman who is 
agency handling the $4,000,000 , woman. 
drive. Another large Ford dealer is 
/enthusiastic over a woman mem- 
P , : ber of his staff who visits house- 
Cadillac’s program is based on wives in their homes to casually 
a prestige motif, aimed at that | giscuss the family car, what re- 
feminine segment of the popula- | pairs it needs and to guide 
tion which in the past decade has | “mother’s” thinking toward Ford. 


Hudson Non-committal 


accumulated sufficient wealth to | The dealer feels that the two 


enter the Cadillac market. The | women can meet on a more 


ads are in Fortune, Harper’s Ba- | triendly basis when the husband 
zaar, Holiday, House & Garden,| i, away at work. The dealer re-| 
The New Yorker, Newsweek, The| ports his service business has in- 
Saturday Evening Post, Time, creased substantially since the 
Lome panacea tr News &|jady “trouble-shooter” or rather | 
. me. “trouble-finder” was added. He 
Hudson Motor Car Company for | cays the wife is told what’s wrong 
some reason has not entered the| with the car and that usually she 
women’s advertising race and) subtly reminds the husband that 
ag Mian Mane eg ond this ought to be given attention. 
of the first to conduct a survey Others Using Saleswomen 
into what women prefer in their Ford isn’t the only company 
cars. Brooke, Smith, French &! using women in the sales rooms. 
Dorrance is the agency. | Kaiser-Frazer and Chevrolet deal- 
Kaiser - Frazer’s entrance into | ers over the nation have gone in| 
the automobile field was marked! strong for women sales persons | 
by a strong advertising drive! and feel that the female sales per-| 
slanted toward women, and this|son has the ability to discuss an | 
four-color campaign is current in| auto with another woman on a/| 
Harper’s Bazaar, Ladies’ Home| level few men can attain without | 
Journal, Vogue and Woman’s| obviously giving the impression | 
Home Companion. The drive has| they are “talking down” about the | 
accented styling. K-F has run ads | mechanics of an automobile. 
in McCall’s, The New Yorker and| Service departments of Ford 
Town & Country. Morris F.|dealers have been given the in- 
Swaney, Inc., handles the account.| formation gathered through the 
Sales Plicles Revised [Ford ilies we popond a 
Plymouth’s four-color full-page | pectations. Among tips passed 
campaign in the Ladies’ Home| along to service managers regard- | 
Journal is now entering its third ing the women’s business are: 
year. N. W. Ayer & Son, which, 1. “Good housekeeping” both 
handles Plymouth’s account, has | inside and outside a garage ap- 
limited its use of women’s jour-|peals to women. They hate dis- 
nals to this periodical. |order and don’t have confidence 
gene ho the trend to- in a shop a gen Pn equip- 
war advertising in women’s| ment are not kept orderly. 
magazines has been a revision of | 2. Courtesy is the No. 1 item 
the merchandising and sales tech-| on women’s service shopping lists. | 
niques of most of the automobile; They expect to be greeted) 
companies. The new sales plan| promptly and in a friendly man- | 
is to include the woman, at least,| ner. When they ask questions— | 
if not to accentuate her. even questions that might sound | 
Women have been added to the! silly to a trained mechanic—they 
sales forces of many Ford dealers expect to be taken seriously and 
and this practice is being stepped given explanations that they can | 


understand. ,rangement of instrument panel 
3. Women like to be sold, but§ and controls, windshield, seats 
bitterly resent hign pressure|and other factors influencing 
methods. They appreciate being | motoring comfort, safety and con- 
advised of the services their car} venience. 
needs. They like to deal with As far as possible they try to 
salesmen who take their jobs! break subjects’ reaction from the 
seriously, and shun “smart alecks” | conditioned thinking influenced by 
in business. | the fact that speedometers have 
always been on the instrument 
50% of Sales Affected panel, that steering wheels are 
The estimate of the percentage} generally round and other pat- 
of sales influenced by women|terned thinking when it comes to 
varies, but it is generally accepted | automobiles. In other words, the 
to be between 50 and 60. It was | study is projected on the ultra- 
the report that 50% of the Ford) hypothetical concept that no auto- 
sales are influenced by women/| mobile has yet been built. 
that spurred the large research} At Northwestern University, 
program. Among facts uncovered} long studies are being made in 
by the surveys: fatigue factors in motoring, con- 
1. Women are weaker physically | ducted by Dr. Robert H. Seashore, 
than men, have their strength de-| who headed much of the War De- 
termined by 54% of their weight| partment work in fatigue among 
as against 87% of the men’s. This| servicemen during the war. At 
information was considered by en-| present, work is directed toward 
gineers in studying fatigue fac-| finding proper methods for meas- 
tors and ease of operation. uring fatigue, a subject which 
2. The average woman is 5 feet neuro-psychologists say is prac- 
3% inches tall while the average | tically still untouched. The com- 
man is 5 feet 8 inches. This in-| bined Ford and NU research be- 
fluences the position of the seat) gins at the point where wartime 
and foot pedals. studies stopped. 
3. Women are more aesthetically 
inclined than men—and only one Squirming Irma’ Useful 
out of every 200 is color blind as| Other engineers are working 
compared to one in every 25 men.| out what they call a “comfort 
This indicates that colors used in| quotient” or comfort standard 
automobiles are more likely to in-| which will serve as a techni a! 
fluence her. yardstick for every car manufic- 
4. It takes a woman longer to|tured. This covers such com! 't 
make up her mind. When a woman factors as noise, road shock, frame 
drives up to a red light in traffic| deflection, over-and-under stc:’, 
it takes 87/100 of a second, as|balance of tires, steering wh°° 
compared to a man’s 7/10 of a|reaction and fatigue causes, °!! 
second, to apply the brakes.| found objectionable by womer 
Women appreciate automobile) As part of this study, e 
brakes which take less pressure | mufflers get a radio audition, 
to make them hold. their noise recorded and th 
played back as a test of a vari 
2 University Tests of makes. And seating resea! 
In special surveys at the Uni-/was carried on by the Americ 


versity of Michigan, analysts dis-|Seating Company in Gran‘ 
covered that 50% of the co-eds|Rapids, Mich., where a we - 
want “comfort first” in an auto-|shaped contraption known 5 
mobile. Together, psychology,|“Squirming Irma” approxima‘ 1 


anatomy and anthropology ex-| the weight of a 130-pound won 
perts, along with the head of the | and gave 11 complete squirm 
Ford industrial design depart-| minute, to test fabric wear © ° 
ment, are carrying on a series of | construction. 

tests to determine the best ar-| Even the parts and accesso! 
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Advertising AGE, 


division of Ford has cocked an| Shaw Elects Jay 


eye at the ladies and ay out/ Norman Jay, formerly publisher 

with a full-color booklet an-|4¢ the Philadelphia Shopping 

nouncing their fashion-wise auto-| News and Radio Press, and an ex- 

mobile accessories, all pictured| ecutive with Raymond Spector 

with such elegance that even a|Company, New York, has been 

fan belt has glamour. elected president of Shaw Asso- 
ciates, New York. 


appointed Schneider, Cardon Ltd., 
Str uggles On Montreal, to direct its advertising. 


| Four Appoint Houck 


Houck & Co. of Florida, Inc., 
Miami, has been retained to han- 


dle the advertising of Mayview | 


Manor, mountain resort in Blow- 
ing Rock, N. C.; Terry Art Institute 
of Miami; British South American 


| Airways, Miami operations, and 


° Filli —————— | the city of Key West, Fla. 
Miss Filling Names Schneider, Cardon les ae iia 
Faces ‘Life 4 Johnson-Lazare (Canada) Ltd., SS¥Ues Book on Business 

od Montreal lamp manufacturer, has| Fred Smith has published an- 


other Graphic Book, this one en-| 
| titled, “How to Think About Busi- | 


jness.” The pamphlet tells how/|It is available at eight for $1 or 
|Americans make money, produce|$12 a hundred from Graphic 
goods and keep the country strong.| Group, Whitestone, L. I. 


NCE, INC 


SOUTH CLARK S 


ee 


New York—Four weeks after | 
per innermost secrets were re-| 
yealed to 26,000,000 Life readers, | 
Newell-Emmett’s Gwyned Filling 
is still writing advertising copy 
for $52 a week. 

Her comely features which 
adorned Life’s cover May 3, have 
brought in several screen test of- 
fers, which she reports she is ig- 
noring. Proposals and “can’t we 
get together some time” letters 
from would-be admirers have 
poured in. Out-of-town hopefuls 
are seeking Miss Filling’s advice 
and guidance on how to become a 
successful New York career girl 
(and get into Life). 

But Gwyned Filling told AA ° 
that she “likes it here at Newell- 
Emmett” and has no intention of 
leaving just now. The crank let- 
ters criticizing her rapid advance- 
ment in her job, her raise in sal- 
ary from $35 a week to $52 within 
six months, came from “people 
who were jealous,” she said. 


Agency After Story 


When AA asked Miss Filling 
how she rates weekend invitations 
to the home of the George Fowlers 
(he’s one of the agency partners), 
she explained that all the part- 
ners at Newell-Emmett are most 
friendly towards the employes. 


e ” eos sf ‘ 
“Even when secretaries leave to Point-of-Sale 


be married the agency gives them 
parties,” she retorted. 

According to Miss Filling, Life 
conducted a year-long search for 
a struggling New York career girl 
who was not a native of the big 
city. When Newell-Emmett’s pub- 
licity department caught wind of 
this hunt, Gwyned Filling was 


entered as a candidate and after man to place @ Mystth “Self-Sitk” Sign. Just peel [] Econo Truck Signs 
two weeks of interviews was ee eae — esa L_] Preduet Signe 
chosen for the story. ” a . ote 2e 
It is reported that Life first ap- * * * bd women 
proached its own agency, Young pact 
& Rubicam, but was turned down , . oan ag 
because of the personal nature of registers. May be applied direct : a 
the questions. Life readers will be | Wi 
Wind 
able to see how all this publicity to many p roducts. : ps sa 
és L) d 
affected the young copywriter And the famous Mystik “‘Self- |} Flasher 
Sona . og ain % ge — Thousands of choice locations are Stik’’ adhesive back makes it easy L) Skpening 
’ = ss ° es STANZALL (Weather proof 
low-up story. available free to advertisers who _ to display your advertising mes- Oo ee st 
Sei. use Myst1kK Self-Stik Point-of- sage. It means you get more pasenige oe 
endix ° ° . * . d KANVET 
Cena 7 egy os “sn Sale Signs (patented). You can signs up and in better locations. oon = 
Bendix Home Appliances, South put MysTIk sig , right at the Let us show aie how Mystik by — er 
’ reamers 
Bend, Ind. has formed a Cana- spot where sales are made—on puts your story out front... [) Pennants 
dian subsidiary to manufacture its : ; -) High Si 
automatic washers. Judson S. walls, counters, display cases, where your product is sold. pooh ig 
Sayre, president of the parent obligation. ; 
company, is president. Harlow K. shelf edges, store doors, cash No g C Copy 
iyons, Vice-president and treas- 4 po 
urer of the parent com i . : ” } i 
vicowunaiineadl’ and PR rm rg FREE! Mail coupon for free copy of “Give Your Product Point-of-Sale Punch”, |_| Production 


aser and W. J. Reuscher, director 20-page illustrated brochure chock full of display ideas. 


ol exports, is secretary-treasurer. 

Production, to begin in several. 
weeks, is expected to reach 30,000 | 
Units with a retail value of $9,- | 
O 0,000 annually. Washers will be 
‘aOricated and assembled by 
Canadian Assemblies, Amherst, | 

S., for distribution in Canada | 
and several foreign markets. 


Adds Catherine Finerty _ 


Catherine P. Finerty, formerly | 
‘vertising manager of Helena| 
ibinstein, Inc., New York, and 
eviously with the women’s copy 
vision of J. Walter Thompson 


4s te bet 0 


mpany, has joined Anderson, | - - cae om " os ra 

_ avis & Platte, New York, as as-| 2639 N. KILDARE *« CHICAGO 39 « SPAULDING 1600 © In New York: 1775 Broadway— Offices in all other Principal Cities 
stant head of the creative de-| 

partment. 

‘GA Elects Pennock 


Charles A. Pennock, president | 
‘! Hudnut Sales Company, New | 
‘ork, has been elected president | 
' the Toilet Goods Association. 


Z UR ee ye ie, her pe: Pee 
Bente: Ay Mbiating A Sees) grin tite or a 
Baty FS ae peers ms 


MYSTIK’ 


 SELF-STIK” 


Si 
Ei oes 


It only takes a moment for a salesman or store 


Check This List of CSP 
Services Against 
Your Needs 
MYSTIK (Self-Stik) 

te Store Signs 


_} Shelf Edge Signs 
[_} Display Case Signs 


{| Distribution 


*Trade Mark Registered 
Mystik Print Patented 


CHICAGO SHOW PRINTING COMPANY 

2639 N. Kildare Ave., Chicago 39, Ill. 

1) Send free copy of illustrated brochure on point-of-sale ideas 
() Send your representative 


Name 
Company___ 
Address— 
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Appoints Don Johnson 
Don L. Johnson has been ap- 
pointed sales manager of the gro- 
cery products division of the 
American Maize-Products Com- 
pany, New York, succeeding the 
late Charles F. Baumgart. He has 
been assistant sales manager for 


the company’s field operations 
since January, 1947. 
Names Leonard A.M. 


Robert Leonard, formerly city 
editor of Idaho Daily Statesman, 
Boise, Ida., has been appointed 
advertising manager of the West- 
ern Pine Association, with offices 
in Portland, Ore. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
uons to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


reported by the project will be 
_used for justifying to the NAB 
/executive board future changes in 


. 
NAB Will Study 

e the Standards of Practice just 
p lug-Uglies; Code |“tthat certain types of irritating 


_radio commercials are detrimental 


ov . Lf ‘to the radio industry as a whole 
Selling’ Planned 


|has long been the contention of 
/many broadcasters, among others. 

350 NAB Engineers 

See Brilliant New 


| The code of standards adopted 
/here by NAB (AA, May 24) in- 
Large-Screen Video 


broadcasters are out to discover/tent is definitely a factor in ob- 
for themselves the true effective-| servance of the new standards. 
iness of “irritant forms” of radio | 

| advertising. Code Not Enforceable 

| Justin Miller, NAB president,) Admitting that the code is not 
announced here that the associa- | enforceable in the strict sense of 
tion’s research department will | the word, he said that the NAB 
soon launch a project to study | will try to do a selling and edu- 
this question. cation job in obtaining full coop- 


It is presumed that the findings| eration of the industry toward 
strict observance. 


( Advertisement ) 


Radio station operators, agen- 
cies and advertisers will be 
brought together in district NAB 


meetings to discuss observance. 
Judge Miller also pointed to the 
program and sales departments of 
NAB which will devote a major 
part of their activities to aiding 
broadcasters to live up to their 
| self-imposed standards. 
| “The code isn’t perfect by any 
means,” Judge Miller told the 
newsmen. “But it’s a start in the 


|cludes a limitation on length of | to theaters, was amazingly clear. | 
/commercial announcements. Judge | Prediction of movie executives is / now 

'Miller pointed out in a confer- | that this advancement can ulti-| items. 
/ence with newsmen, however, that| mately provide theaters with a is the agency. 
Los ANGELEs—The nation’s|the quality of commercials’ con-| “new lure.” 


| 


| 


ddvertising Age, May . 


shows on a screen 20 feet wide) rent unprecedented demand »b 
and 15 feet high is the result of| investing in facilities $550,000,(09 
development of special reflective — a ion ean ~ 
optical devices. When a special) W@F an ’ ver 
15-inch high-voltage picture tube | 900 in 1947, and $145,000,000 in 


now being developed is substituted | 1968. 
for the 12-inch tube presently in Schaible Plugs Growth 


| use, the projector will be capable 


f , screen image| Schaible Company, Cincinnati, 
Mp wing . ae has launched a drive in trade pub- 
The image quality, unlike lications outlining the growth of 


earlier efforts to adapt television | Suurthine cotinenent. A naw ow 
log is being used, and Schaible 
individually packages a]! 
Perry-Brown, Cincinnati, 


| WTRY Increases Power 


WTRY, CBS affiliate in Troy, 
|N. Y., now is operating on 5,000 
| watts day and night. The station 
on 1,000 


Cities Service 

Launches Campaign 
On the theme, “How one goes Previously broadcast 

about it to get more oil and gas,” | Watts power. 

Cities Service Company has be- i = 2 

gun a campaign, through Albert | Craigle Joins Grimm 

Frank-Guenther Law, New York, Walter T. Craigle, formerly with 

in 74 newspapers and 12 maga-| Behel & Waldie & Briggs, has 

zines. ; ‘joined William K. Grimm, Chi- 
The first insertion shows that! cago agency, as an account execu- 

Cities Service anticipated the cur-| tive. 


|right direction. We’ll develop it | 
|in the future just as common law | 
was developed, case by case.” 
| 350 Engineers Meet | 
New members admitted to NAB | 
during the board meeting brought | 
| the total member stations and net- 
works to well over 2,100, Mr.| 
Miller announced. 
The serious economics problems | 
confronting those ready to rush) 
into television found renewed em- | 
phasis during the sessions of the | 
NAB two-day engineering con- | 
ference that followed the man-| 
_ agement sessions. 
| James D. McLean, commercial | 
manager of Station WPTZ, Phila- | 
delphia, pointed out that no tele-| 
vision station has yet broken even. | 
'Cut to its irreducible minimun,, | 
he said, the cost for setting up a| 
television station today must run | 
roughly between $350,000 and 


, $500,000. 
| “An analysis of metropolitan | 


areas will reveal,” he told the 350) 


Phe GRAPHIC ARTS MONTHLY 
606 S. DEARBORN ST. [44.9 CHICAGO 5, ILLINOIS 
Most Widely Read Graphic Arts 


/engineers attending the confer- | 
ence, “that the over-all economics | 
of station operations can, in many | 
cases, be considerably improved | 
by the addition of community or | 
even metropolitan television sta-| 
tions in the surrounding centers | 
of population with microwave re- 
lay equipment supplying the in- 
| terconnecting links.” 


To Lose $2,000 Weekly | 


ee - 


oi 24a a7 


—. 
BOOKBINDERS 


In discussing the community | 
television station, Mr. McLean | 
ventured that the average outlet | 
will incur a $2,000 weekly de-| 
preciation before producing or 
selling a single program. 

He declined to predict when! 
video would be able to pay its | 
way, saying this depends on the. 
rapidity with which the number 
of television users increases. 

“Estimates made by networks, 
equipment manufacturers and con-_ 
sultants show,” he said, “that a_ 
community television station can | 
be established and operated at. 
about 20% to 30% of the Super | 

| 


SILK SCREEN 


required by a metropolitan sta- 
tion.” 

Demonstration of the first high- | 
brilliance theater-size television | 
pictures ever projected directly | 
on aé_ theater’s motion picture | 
screen was a feature of the engi- | 
neering sessions of the conference. 

Sponsored by RCA, Warner) 
Brothers and 20th Century-Fox 
Film, the equipment that makes | 
possible the showing of telecast | 


; 
Magazine 


> RE a 


He Doesn’t Inspire Indifference 
Among the Customers 


He wouldn’t remain big-time in radio if people were 
neutral about him. They either like him, like the Texas 
farmer who interrupts work in the field five times a week 
to hear his broadcast . . . or they dislike him with a 
steady passion. The odds are 30 to 1 in his favor. 
judging by the 1100 wires and letters he averages weekly. 


His program is the original news “co-op.” It generally 
originates in Washington, D. C., and is piped to the 
stations of the Mutual Network. Currently sponsored on 
299 stations, his program affords local advertisers the 
prestige of a “live” network show—at low local time cost 
and low pro-rated talent cost. 


Since Mutual is more than 450 stations, and the Fulton 
Lewis, Jr. broadcast is sponsored on 299, perhaps there’s 
an opening in your city. If you want an important, ready- 
made audience for a client (or yourself), investigate now. 
Check your local Mutual outlet; or get in touch with the 
Co-operative Program Department, Mutual Broadcast- 
ing System, 1440 Broadway, NYC 18 (or Tribune 
Tower, Chicago 11). 
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Self-Service In, 
Air Freight Out, 
Claims A&P Head 


Curcaco — Self - service, which | 


has appeared in approximately 
g0% of the food stores of the 
Great Atlantic & Pacific Tea Com- 


pany in the past 10 years, soon | 


will be instituted in all of the 
company’s stores, C. W. Staufen- 
berg, director of sales for the mid- 
western division, predicted last 
week. 

In a question and answer ses- 
sion following an address before 
Chicago chapter members of the 
American Marketing Association, 
he said that total self-service in 
individual stores is not likely but 
that the trend is continuing espe- 
cially strong in grocery, dairy, 
bakery goods and candy depart- 
ments. 

“Another continuing trend is 
toward consolidation, with larger 
and fewer A&P stores,” he said. 
“The number of stores has de- 
creased in the past 15 years from 


Parker to Steigmeyer Ranieri Joins Silin 
Robert D. Parker, formerly edi- Louis P. Ranieri, formerly ad- 


| of Madden-Barrett, 


come vice-president and director;R. L. Madden, president of the 
<i goog | Inc., Dallas| agency, previously had been with 
— : agency, whic as been operating | Maxon, Inc., Detroit, and N. W. 

he “G-E Works News,” vertising and _ sales promotion | ti : 4 : ane 
Fort Warne, Mr Mote. Fh ria manager of Megowen-Educator as Madden-Eckels, Inc., since 1945.| Ayer & Son, Philadelphia. 


J. Steigmeyer Advertising, Fort | Food Company, has joined James 

Wayne, as director of art and pho- | A. Silin Company, Boston agency, 

tography. as director of merchandising and 
sales promotion. 


Emerson Names Agency | 

Emerson Mfg. Company, Sun- Becomes Madden-Barrett 
cook, N. H., has appointed Hir-| Ray D. Barrett has resigned as 
shon-Garfield, Boston, to handle| assistant to the director of adver- 
advertising of its Concord Manor |tising and public relations of the 
maple bedroom furniture. | First National Bank, Dallas, to be- | 


GThicago . 


qo wi 
defender pote 


IN EXCESS OF 200.000 in this 
«ABC MEMBERSHIP important 


GEORGE f. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


15,000 to 5,040, of which a sizable | 
majority are supermarkets.” 


Success Formula Given 


The “success formula” of the) 
company, which has annual total | 
sales of $2% billion, is based | 
largely on low inventories, fast | 
turn-over and volume buying, he | 
said. Other ingredients, he de-| 
clared, are specialization, flexibil-| 
ity and efficiency, as exemplified 
by the company’s 37 “empty op- | 
erator” departments which handle 
return of empty boxes and car-| 
tons and frequent shipment of | 
goods direct from producer to re-| 
tailer, by-passing warehouses. Of | 
the company’s total net sales, 
about 1% is net profit, he said. 

Air shipment of perishable foods | 
has proved impractical and “can- | 
not possibly compete” with rail 
freight, he asserted. Citing an/| 
A&P experiment with flying | 
spinach from California to Chi-| 
cago, he said that air freight costs 
are prohibitive and that the con- 
dition of the produce, as com- 
pared with that shipped by rail, 
was not improved enough “for the 
consumer to tell the difference.” 

He said that the company, 
which began with one New York 
store in 1859, now has 105,000 
employes in a broad variety of 
departments, ranging from 38 
bakeries and 10 coffee roasting 
plants to Woman’s Day magazine 
and 3 laundries for employe uni- 
forms. 


L. C. Kellogg Retires 


Langdon C. Kellogg, president | 
of the Kellogg Brush Mfg. Com- | 
pany, Westfield, Mass., has dis- 
posed of all interests in the com-| 
pany. He will continue as presi-| 
lent on an inactive basis while | 
company management is taken) 
ver by George F. Fuller, execu- | 
‘ive vice-president and treasurer, | 
ind William P. Aldrich, vice-| 
president and treasurer. 


wes Direct Image Offsere 
"3 No. 10 

n What Is 

4 HECTOGRAPHING? 

2 


Process of duplication in which image 
of pressure 


is transferred by means 
from either: 


A. Pre-imaged gelatin base (called 
Gelatin Process). 


Directly from master copy 
washed by an ether solution be- 
fore each impression (called 
Spirit Process). 


® Ditto Process 


B. 


In both processes masters are made 
with special inked typewriter ribbons, 
inks or indelible pencils on hecto- 
staph duplicating masters. Hecto- 
graphing is mainly an application 
practical to produce few copies of 
many masters. Colors of reproduction 
are available in purple, red, blue or 
green. 


Your letter service should be pre- 
pared to handle your hectograph prob- 
lems, if, as and when they arise. 


WILLIS SERVICES 


Complete Letter-Shop Facilities 


33 W. Hubbard 
Phones—SUPerior 1214 
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Matchless Moments with Oxford Paper 


by ‘Tony Barlow 


ADVERTISING DEPARTMENT STAGES ROYAL 
WELCOME FOR NEW PRINTED PIECE 
ON OXFORD HEAVY-WEIGHT ENAMEL PAPER. 


| heer you feel like rolling out the need less make-ready — saving you 


plush carpet for a printed piece —_ time and money. Next time, specify 
that even at first glance has “every- —_ one of these papers—and watch the 
thing”? Printed pieces do earn special = way your customer welcomes super- 
recognition —when they’re printed on _lative printing. 
heavy weights of any of Oxford’s 
enamel papers. Keeping your customers happy is easy 


For example, your brochures, catalogs 
and other mailings gain in dignity — 
create an impression of quality and 
style that’s sure to gain more sales. 
And that’s a recognition that counts. 


There are other special reasons why 


—when you take your paper problems 
to the Oxford Paper Merchant nearest 
you. He’s at your service with the kind 
of practical assistance that always adds 
up to the finest printing results. You'll 
find him — waiting to help you — in 
any of 48 key cities coast to coast. 


you'll want to specify the heavy 
weights of Polar Superfine, Mainefold, 5 
Maineflex and other Oxford enamel 


Included in Oxford’s line of quality printing and label papers are: Polar Super- 


co 
papers. \) t: fine Enamel, Maineflex Enamel Offset, Maineflex CIS Litho, Mainefold 


They have a smoother, more even 
surface that means clean, top-quality 


Enamel, White Seal Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


type reproduction. Black andwhiteor CQ) X FORD PAPER COMPANY 


four-color process half-tones “come 
clean” down to the last dot. 


230 PARK AVENUE, NEW YORK 17,N.Y 


: ’ MILLS at Rumford, Maine WESTERN SALES OFFICE: DISTRIBUTORS 
And you ll find the heavy weights and West Carrollton, Ohio 35 East Wacker Drive, Chicago 1, Il. in 48 Key Cities 
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American Dairy 
Group Spearheads 
$500,000 Drive 


|over NBC. 

| Pillsbury has scheduled ice 
‘cream and cake ads in July is- 
‘sues of The American Weekly, 
Good Housekeeping, Parade, This 
Week Magazine and syndicated 
Sunday magazines. During Au- 
gust, it will give pie a la mode a 
healthy nudge with copy in The 
American Weekly, Family Circle, 
Good Housekeeping, Parade, True 


Marathon, GM, | Story and Woman’s Day. 

Pillsbury to Support —_— other Dairy Groups to Aid 
Cake Ice Cream Push | Additional supporting adver- 
, tisements will be run by national 
ose 'dairy distributors, such as Borden 
Camcaso—A $500,600 “ice cream and National Dairy, and also by 
local and regional dairy products 
marketers, and will be backed by 
|other mat material, radio spots 


and cake” promotion, the largest | 
in history, will get under way | 
June 15 when posters of the 


American Dairy Association blos- 


som out on 6,000 Railway Express | 
trucks. | 


Spearheaded by separate but 
related campaigns of the ADA 
and General Mills, the drive will 
continue at a fast pace for almost 
two months. 

General Mills will boost its new 


and point-of-sale materials. 
Objective of the drive is to 
further raise yearly volume of ice 
cream sales. According to Owen 
M. Richards, general manager of 
ADA, dairy sales doubled during 
the war years but dropped about 
10% during the last quarter of 
last year and the first quarter of 


above sales during the same 
month of 1947. The goal is 1 bil-| 
lion gallons of ice cream yearly 
before 1950, and while only some 
775,000,000 gallons are now sold 
annually, Mr. Richards feels that 
the “goal is now in sight.” 

Much of the expansion of ice 
cream sales has been through gro- 
cery outlets. Between 1935, when 
only 5% of grocery stores sold ice 
cream, and this year, when 50% of 
the stores handle the item, sales 
of ice cream through grocery 
stores increased to 30% of all sales 
of the product. 


‘Get It Into Home’ 

Objective of the present push, 
according to Mr. Richards, is to 
get ice cream into the home. At 
the present time, he said, 70% of 
|ice cream sold is eaten at the 
| point of sale and 30% in the home, 
| while the percentage is almost re- 
| versed for bread, milk, meat, etc. 
this year. Since ice cream is the favorite 

Since April, however, the sales | dessert outside the home, accord- 
curve has turned upward, and|ing to a recent ADA survey, and 
sales during that month were 2% lonly holds seventh place inside 


GAY 'N' GOOD—Typical of the four- 
color copy to be used by American 
Dairy Association and other groups is 
this page on ice cream and cake sched- 
uled to run in the June 21 Life. 


the home, an important potentia) 
market exists in boosting the ea - 
ice cream-at-home idea. 

Commenting on the philosoph y 
of the tie-in promotion (other acd- 
vertisers spend an average of $12 
for every dollar spent by ADA). 
Mr. Richards declared: “It is fur- 
ther proof of what dairy farmers 
can do to strengthen the markets 
for dairy products by working 
with large organizations whose 
established brands are accepted 
with confidence by the housewives 
of America.” 


Plan Co-op Tax Debate 


The National Tax Equality As- 
sociation and the Cooperative 


|League of the United States of 


America will debate taxation of 
cooperatives on June 13 over the 
American Broadcasting Company 
from 12:30 to 1 p.m. on the “On 
Trial” program. Jerry Voorhis, 
executive secretary of the Co- 
operative League, will present 
co-op arguments and Garner M. 
Lester, president of the NTEA, 
will take the opposing viewpoint. 


chiffon cake and ice cream; Pills- 
bury Mills will plug ice cream on 
the family table; Marathon Mills, 
container manufacturer, will tie 
in its packages with ice cream, 
and the Preserve Industry Coun- 
cil will support the joint promo- 
tion by featuring jam and jelly 
with ice cream. 

The magazine schedule will 
break in the June 21 Life with a 
four-color ad by the dairy group, 
and will be followed by similar 
copy in the June Seventeen and 
July Good Housekeeping. In ad- 
dition, ADA will distribute 5,000,- 
000 recipe leaflets through local 
dairies and 2,000,000 menu clip- 
ons for eating establishments. 


Chiffon Cake and Ice Cream 


General Mills ads during June, 
July and August will plug the 
virtues of Betty Crocker chiffon 
cake when eaten with ice cream, 
with four-color ads in Better . 
Homes & Gardens, Country Gen- 
tleman, Farm Journal, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Successful Farming, 
This Week Magazine, Woman’s 
Day and Woman’s Home Com- 
panion. 

The five - a - week, 15 - minute, | 
“Betty Crocker Magazine of the! 
Air” over ABC also will be used | 
to support the General Mills tie- 
in, as will the five-minute, five | 
times weekly Betty Crocker show | 


DISPLAY 
PIECES 


Plastic lamination gives 
deep color perception ana 
intensifies your print 


} 
| 
YOUR OWN MAGAZINE reprints laminated 
between Plastic and Gypsum—with an easel 
and hanger attached. Also available in wood | 
and imitation wood backgrounds. 
TIES-IN your current magazine advertising 
at your point-of-sale. 
DURABLE—Can be wiped clean with a damp 

cloth. No warping—no curling—no soiling. | 


AMPAIGNS in Country Gentleman win dealer approval throughout all 


Rural America . . . for dealers know that this advertising makes customers of 


The Best People in the Country. 


That is why rural dealers like to stock and feature lines backed by Country Gentle- 


man campaigns. And that’s why advertisers get nationwide support when they tell 


dealers—in trade paper advertisements like those reproduced here—that their 


products are ‘Advertised in Country Gentleman.” 


HERE'S CONVINCING PROOF of the soundness of merchandising your Country 
Gentleman campaign: In a recent nationwide survey by R. L. Polk & Co., Country 


Gentleman was voted the farm magazine “most effective in helping sell rural cus- 


tomers’ by dealers in these eight fields: 


Country Gentleman 


Country Gentleman 


led by led by 
Farm Implements .. . . 51% Department Stores . ieee 1029; 
Building Materials. . . . 92% ere oO 
Automotive ..... . 171% Electrical Appliances. . . 669) 
Hardware ....... 116% Groceries. ....... 85% 


! advertising dollars in Country Gentleman than in any other farm magazine. 


FR E EB ! = oh Reprints for FREE 


Complete facilities for fabricating a 
wide variety of point-of-sale displays. 


RESULTS—both in closer dealer cooperation and better consumer response—have led advertisers to invest mor 
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tentia] + . 
eea- | CigaretCompanies 
soppy | Leaders in Video 
Pr acd. . 
ts. | Commercials 
a), New York —Camels, Lucky 
ovale Strikes and Chesterfields rate in 
arkets that order on sponsor identification 
king with television audiences in this 
whose area. 
epted This is the finding of C. E. Hoop- 
Wives er, Inc., in a cumulative effect sur- 
vey for Television magazine. 
Other sponsors who were re- 
membered by viewers, in the order 
te of rating: Ford Motor Company 
y As- (Madison Square Garden events 
rative and Dodger games over WCBS- 
es of TV), and Kraft Foods Company 
on of (Television Theater, WNBT). 
r the R. J. Reynolds Tobacco Com- 
Ce, pany has a daily newscast over 
A NBC. Liggett & Myers Tobacco 
. Co- Company carries a 30-minute 
resent thriller over the NBC network and 
pr M. spots on all New York stations. 


TEA, By Television’s count there were 
301 advertisers using 21 commer- 


an increase of 67 over the March 
figure. There were 103 new ac- 
counts against 39 withdrawals. 


‘Film Daily’ Estimates 
$60,000,000 for Ads 

Film 
estimates that motion picture ad- 
vertising expenditures of distribu- 
tors and producers was $60,000,- 
000 in 1947. This broke down as 
follows: $42,000,000 for newspa- 
per space, $12,000,000 for radio, 
$5,300,000 for magazines, $600,000 
for accessories and direct mail, 
and $100,000 for outdoor adver- 
tising. 

The yearbook, now in its 30th 
edition, estimates that 157,000 mo- 
tion picture ads are placed daily 
|in various U. S. media. 


| ABC Transfers Wylie 


William Wylie, formerly man- 


vision of ABC’s program depart- 
ment, has been transferred to the 
eastern division of the network’s 
stations relations department, New 
York. 


cial television stations in April— 


Daily’s annual yearbook | 


ager of the program promotion di- | 


Film Firms Held 
Not Monopolizing 
"Supercolossal’ 


| WASHINGTON—It is better to be 
“our own willing and voluntary 
censors” than to face a counter- 
part of the federal Food and Drug 
Act for every line of advertising 
| copy and every minute of air time 
or billboard space, Charles Schlai- 
fer, director of advertising and 


publicity for 20th Century Fox) 


Film Corporation, has told the 
_Washington Advertising Club. 
Reviewing the film industry ad- 
_vertising code, Mr. Schlaifer, who 
‘is chairman of the Motion Picture 
| Association’s advertising and pub- 
licity directors’ committee, said 
| film makers are determined to be 
| quick to take on their burdens as 
members, of an industry, and to 
‘lead full lives as citizens of the 
‘republic, meeting every call made 
'upon them. 

| “After surveying the whole ad- 


vertising output, do you really be- 
lieve that only the film business 
is guilty of being supercolossal?” 
| Mr. Schlaifer challenged. 

| “Are you completely satisfied 
about some of the ads which 
glamorize certain types of wom- 
en’s dresses and lingerie, leading 
the susceptible female to believe 
that the product will overcome all 
natural defects? 


| Code Being Reinforced 

“How about cigaret ads, printed 
| and spoken? Can it be possible 
‘that each brand is so superlative 
that no other can touch it and that 
any cigaret can be only balm to 
the throat? 

“Are you happy about the 
claims that are made for certain 
creams and cosmetics? And can 
you imagine what would happen 
if any motion picture involved it- 
self with the kind of stark sex 
appeal made in many perfumery 
ads?” 

Asserting that the film industry 
is determined to keep abreast of 
| its “colleagues in advertising in 


| 
| 
| 


other industries” and “to contrib- 
ute as much in leadership and 
ideas as any of them,” Mr. Schlai- 
fer said the code was a first step 
toward putting its own house in 
order. 

Since this code was not always 
respected by “outlying elements” 
of the industry, rigid regulations 
for its enforcement were adopted 
last year, and a campaign de- 
signed to fasten the full attention 
of outlying elements upon this re- 
sponsibility has been inaugurated, 
he said: 


ADVERTISING HURTS 
VIDEO, SAYS DIETZ 

New York — Television’s great 
mistake is that it has started off 


|on the wrong foot with sponsored 


| programs, Howard Dietz, vice- 
president in charge of advertising 
;}and publicity of Metro-Goldwyn- 
Mayer, told the Advertising 
Women of New York. 

| Suggesting that the gas meter 
/principle should have been used 
| on sets in the early stages of video, 
Mr. Dietz said that there is no 
_reason why the movies and tele- 
| vision cannot merge, but that tele- 
vision “obstructed that at the out- 
set by making it sponsorable.” 

Richard de Rochemont, produ- 
cer of the March of Time films, 
who also spoke, chided Life on its 
recent story of a career girl in an 
advertising agency and said that 
his forthcoming film on career 
girls “will be much more con- 
structive than Life’s.” 

“Television is going to trans- 
form motion pictures,” he prophe- 
sied. Commercial films will have 
to be shortened considerably and 
will have to interest a critical 
home audience, especially the 
women who now listen to the 
daytime serials during the greater 
|/part of the day, Mr. de Roche- 
/mont said. 


Dotted Liners Set Date 


| The Chicago Dotted Line Club 
will hold its 1948 invitation ad- 
| Vertising agency party, the annual 
golf outing, at the Elmhurst Coun- 
| try Club Friday, June 25. Fred A. 
'Clark of American Builder is 
| chairman of the golf committee. 


Teborek to MacFarland 


August Teborek Jr., who has 
been with Earle Ludgin & Co. for 
|two years, has been appointed 
vice-president in charge of pro- 
duction and traffic of MacFarland, 
| Aveyard & Co., Chicago. 


DURHAM, N. C. 


REP. PAUL H. RAYMER 
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On Television!...LIFE and NBC to bring 
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“Alabama casts twenty-four votes for Oscar W. Underwood!”’ 


Almost with that one phrase, radio came of age in 1924. 
Now television stands at the same crossroads. LIFE and 
NBC will give the 1948 conventions coverage that radio 
or the experimental television of 1940 (above) never 
dreamed of. Background material, films, on-the-scene cover- 
age from every angle should make this the great landmark 
in television. 
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om IFE and NBC to join hands in historic 
ao - . 

[eepelevision broadcasts of Republican and 
ve Democratic Conventions. 

ee 
ny ‘ i. cane ° ° 
— his June and July, some 5 million Americans will see de- 
See! mocracy at work nominating thiscountry’s next president. 
gris ee . - . ° one . 
See elhrough NBC’s cameras and reporting, millions will look 

a ’ : a . 

and listen with a quickening pulse as the big speeches are 
See mnade ... and share, as if they were actually there, the elec- 
Sim ric excitement as some delegate casts the ballot that 
gts ° oa 

' wings the whole convention. 

With LIFE’s editors they will track down and interview 
the candidates, the campaign managers and the men be- 
a . 

Seeerind the ballots ... walk through closed doors to catch 
eee whe significant sidelights . . . go to hotel rooms or to cam- 
fm epaign headquarters: wherever the colorful events are taking 
place and the meaningful news is being made. 
: They will see background films specially made by ““The 
See earch of Time” to throw light on the candidates and the 
Sega ee hole convention procedure. 
me In short, LIFE will do everything it can—through its 
Seamtall of political reporters, its picture sense, its ability to 
= clarify the complicated—to make this team job between 
eee he National Broadcasting Company and LIFE not only 
: Seaeen exciting and rewarding event but one that will be gen- 
- 


uinely useful to the American people. 


This historic joint venture in journalism begins June 
21st on these network stations: 


WNBT, New York, WRGB, Schenectady 
WNBW, Washington WBZ-TYV, Boston 
WBAL-TV, Baltimore WTVR, Richmond 


WPTZ, Philadelphia 


Also daily resumés on these affiliated stations: 


KSD-TYV, St. Louis WBEN.-TY, Buffalo 
WW4J-TYV, Detroit KOB-TV, Albuquerque 
WTMJ-TV, Milwaukee WTVT, Toledo 


KSTP-TYV, St. Paul-Minneapolis KCPN, Fort Worth 
WLWT, Cincinnati 


Televising of the Republican Convention will start 
June 21 and of the Democratic Convention July 12. 
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MILLIONS WILL WATCH AND 
LISTEN... AS DEMOCRACY DECIDES 
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15 000 Fducators ‘Sales Campaign Begun Studebaker Drive 


a Northeast Airlines, Boston, has 


Get Moon Series 
Plugging Industry 


New York — The latest set of | 
pamphlets and charts in a series 
promoting major national indus- 
tries has been sent to 45,000 edu- 
cators throughout the country. 

The series, issued by the bureau 
*of educational services of the By- | 
ron G. Moon Company here, coun- 
sel on sales and consumer rela- 
tions, began with sets on agricul- 
ture and petroleum sent to 75,000 
educators. The current series out- 
lines in six charts and several 
pamphlets the growth of the auto-| 
motive industry from production | 
of 4,000 motor vehicles in 1900 to) 
4,790,000 last year. 

The charts show that, of the 30,-| 
545,000 cars now in use, 4,887,000 | 
are on farms. Some 3,134,000 trac- | 
tors are in use, including 3,034,- | 
000 on farms. In addition there 
are 6,492,000 trucks and 160,000 


buses on the streets and highways. | 


Other data shown: 


Your car has at least 15,000 | 


parts—produced in more than l1,- 
000 factories and shops in 30 
states. 


$6,000 in Tools Per Worker 


Of those persons employed 
in the industry, 5,036,000 are 


| 


| 


truck, bus and taxicab drivers, | 


1,311,000 are in sales and servic- 
ing, 191,000 in highway building 
and maintenance and 617,000 are 
at petroleum retail outlets. 

Of the total patents registered 
in the U. S., one-sixth, or 352,921, 
are related to the automotive in- 
dustry. 

Each automobile worker is pro- 
vided with $6,000 worth of tools 
and equipment to do his job. 

Complimentary sets are avail- 
able to companies and additional 
sets for employes can be acquired 
at 50% of cost. 


Gardner Names Butler 


John K. Butler, formerly with 
Foote, Cone & Belding, has been 
appointed art director of Gardner 
Advertising Company, New York. 


PRINTING 


—WHITEHALL — 


2300 


N IMPOSING group of successful 


advertising executives find this — 
a lucky number. It enables you to use © 


a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 


for you — at a saving of time, trouble | 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 
400 N. RUSH’ST., CHICAGO, WHitehall 2300 


and money. Phone Whitehall 2300. | 


just begun a New England sales 
campaign “to make up for traffic 
reverses suffered by all airlines 
during the rugged winter season.” 
The drive will include an air sta- 
tion sales contest as well as one- 


the new slogan, “The Yankee 
Fleet.” Pedlar & Ryan, New York, 
is the agency. 


‘Redbook’ Raises Rates 


Redbook, New York, has an- 


/nounced new rates, effective with 


the October, 1948, issue, with a 
new guarantee of 1,800,000 annual 


laverage net paid circulation. 


The new page rate ranges from 


Will Stress Five 
New 1949 Trucks 


| Soutu BEnp, Inp. — Studebaker 
| Corporation here will introduce 


| minute radio commercials and fre- its five 1949 trucks—most exten- 
| quent newspaper insertions with sive truck line in the company’s | 


| history—in its summer advertis- 


ing campaign, beginning with a 
four-color spread in The Saturday 
Evening Post June 12. 

The ad will spotlight Stude- 
baker’s new truck, a three-quar- 
ter-ton, eight-foot pick-up model. 
It also will show the four other 
models in contrasting colors. 
These are a two-ton truck—larg- 


000 heavy-duty military trucks 
for the allies—and half-ton, one- 
‘ton and one-and-a-half - ton 
models. 

The ad will appear in a full- 
‘color page in Business Week, Col- 
lier’s, Look, Newsweek and Time 
from June 15 to July 15 and in 
the July issues of Country Gentle- 
man, Farm Journal and Farm 
| Quarterly. A two-color page is 
‘scheduled for the July issue of 
Successful Farming and the Au- 
|gust issues of Capper’s Farmer, 
| Progressive Farmer and Southern 
Agriculturist, to be followed by a 
| black-and-white ad in automotive 
trade publications. 
| Meanwhile Studebaker began 
heralding the new truck line in 


$4,400 for black and white to) est produced since the war, when 1,700 daily and weekly newspa- 


$6,200 for four color. 


| Studebaker built more than 200,- 


pers, placing 900, 560, 420 and 


| 


300-line ads as showroom truck 
models were being received hy 
dealers.. In addition, trucks w |! 
get a larger share than usu) 
of air time on Studebaker’s 94- 
station assembled radio network. 


Four Join National 


Match Book Company 


O. L. Helfrich, formerly of 
Macfadden Publications and the 
United States News, has joined the 
sales staff of National Match Book 
Advertising, Inc., Chicago. 

The company also has added io 
its sales organization L. J. White- 
stone, formerly of Lion Match 
Company; Thomas O. Gibbs, for- 
merly of H. W. Kastor & Sons 
and United States Advertising 
Agency, and Rex S. Gay Jr., pre- 
viously with Liberty. 


How 70 make your 
prodice || 


The 


Wall Street Journal’s 


¥ 


va 


e 


i O 


concentrated coverage | 


of the 
men who 


, t 


count . 


means more sales 


at lower 


cost 
* 


PRESIDENTS $ 


WNERS, PARTNERS 
61,327 


of them read The Wall 
Street Journal every 
business day. 


VICE-PRESIDENTS 


23,509 


read it daily—most of 
them on the job where 
decisions are made. i 


ee" | 


SECRETAR 


| TREASURERS 


20,087 


i study and act on The | 
Street Journal's — 
daily business news. 


' Wall 


= 


Sm, 


Y- GENERAL 


MANAGERS 


e 
7,689 


general managers, s 


sistants use it, too. 


pervisors, and their as- 


a é DEPARTMENT 


' HEADS ‘ ; 
28,417 


rely on the only na-. 
tional business daily. _ 


u- 


If you advertise to business 


ae | 


§ ® OTHER OFFICERS p 


& 


7 


DIRECTORS 


14,254 


use its daily reports and 
interpretations. 
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ASA Starts Fund Drive 


The American Standards Asso- 
ciation, New York, has started a 
drive to raise $600,000, which rep- 
resents annual operating costs of 
ASA, plus a “provision for de- 
velopment.” Organizations are be- 
ing asked to pledge support for 
a three-year term, extending 
pledges from year to year, by a 
committee headed by Howard 
Coonley, chairman of ASA’s ex- 
ecutive committee, and formerly 
chairman of the Walworth Com- 
pany and past president of the 
National Association of Manufac- 
turers. 


McGraw Heads ABPC 


Curtis W. McGraw, vice-presi- 


of the American Book Publishers 


Council. He succeeds Melville 
Minton, president of G. P. Put- 
/nam’s Sons, who held the office 
for two terms. 


Two Join Y&R 


George F. Hamilton, formerly 
with Kenyon & Eckhardt, has 
joined Young & Rubicam, New 
York, as an account executive on 
General Foods. Lloyd Harris, for- 
merly New York research chief 
of the War Veterans Administra- 
| tion, has been added to Y&R’s re- 
search staff. 
| 


Joins Universal Match 


Joseph R. Cohn, formerly ac- 
count executive of Hirshon-Gar- 


200,000 Veterans 
Studying Sales, 
Management 


ness management and sales work 
occupies well over 200,000 of the 
2,000,000 veterans studying under 
the GI bill, a special Veterans Ad- 
ministration survey shows. 

In addition to 181,322 who are 
studying business administration, 
| the survey shows 3,458 taking ad- 
| vertising courses; 1,594 learning 
| marketing, 4,493 studying sales- 
'manship, and 2,277 sales manage- 
ment. 


WASHINGTON—Training for busi- 


SS ca 


|bers 286,662, come engineering 
with 252,000 and agriculture with 
222,000. 

In the fields related to advertis- 
|ing and marketing, VA finds 10,- 
687 studying journalism and 48,- 
950 studying art and design. In 
‘this group are 16,566 studying 
commercial art; 1,827 decorating 
and window display; 13,919 draft- 
ing; 7,190 photography; 13,080 
general design; 2,666 industrial 
design, and 1,679 clothing design. 


Gives On-Job Breakdown 


There are 2,080 taking printing, 
| engraving and typesetting courses. 


Of the 545,761 assisted in on-| 


the-job training, 73,080 are learn- 


oe ee j ae aie: 
oa ; ‘ Ree Ere 
ee 3 - ‘ae. as Wi ae 


st 


|sale managers, 1,050; department 
|store buyers and department man- 
agers, 3,704, ana advertising 
agency personnel, 884. 

Among the 46,613 training on 
sales jobs, 9,469 are selling to the 
trade. Other categories are: bro- 
kerage, 394; canvassers, 2,211; in- 
surance, 7,803; real estate, 899; 
stocks and bonds, 334; sales clerks, 
2,299. 

The survey shows 322 on-the- 
job designers; 1,101 commercial 
artists; 1,690 decorating and win- 
dow display; 4,303 drafting; 23,142 
in printing occupations, and 589 
studying photographic processes. 


president and treasurer of the Mc- 
Graw-Hill Book Company, 
York, has been named president 


New | district manager of 


Match Company in Boston. 


field, Boston, has been appointed ; . 
Universal| are concentrated in liberal arts. 


Largest segment of GI students | ing managerial work. Retail man- 
| agers, numbering 33,893, are the | ; 
|Next to this group, which num-) largest group. Others are whole-| bridge, 


| Cain Starts Contest 


John E. Cain Company, Cam- 
Mass., maker of Cain’s 
mayonnaise, has launched the 


F YOUR SALES are down—or not mov- 

ing ahead the way you think they 

should—you'’ll want to look at several 
possible causes. 

Here is one important question to ask 
yourself. Am I using the best possible 
advertising media to do the job with the 
money I can spend? 

You sell to business. Are your sales 
messages getting across to the “Spark 
Plug” executives in the companies you 
want for customers? 

You can be sure those “Spark Plug” 
men do read The Wall Street Journal in 
every leading company because it is an 
‘Idea’ aid they rely on. And sometimes the 
‘Idea’ man in a company is not the fellow 
with the final say. In that case you’ve got 
to reach them both. 

That’s the job you accomplish in The 
Wall Street Journal. No other publication 
reaches industry’s key people as surely— 


as economically—as The Wall Street 
Journal. 

It delivers more decision-makers per 
dollar. It has 222,641 readers—most of 
them top men and operating executives 
in large and small companies, coast to 
coast. 

Management men give The Wall Street 
Journal intensive readership. They study 
it. They rely on its timely reporting and 
interpretationof all the vital business news. 
Reader traffic averages 75.6% per page. 

The Wall Street Journal is the only 
national business daily—used day in, day 
out, on the job where the decisions are 
made. Its renewal rate is one of the high- 
est of any publication. 

Dollar for dollar, it’s a buy that can’t 
be beat. For instance, 26 dominant adver- 
tisements cost but $15,930! 

If you advertise to business, The Wall 
Street Journal should head your list, 


largest campaign in the company’s 
history through Chambers & Wis- 
well, Boston. The advertising, to 
be carried in newspapers through- 
out New England and New York, 


will feature a 10-week letter- 
writing contest offering $2,000 in 
prizes. 


$1,900,000,000 
A YEAR ON FOOD!" 


| Yes, Foreign Service reader-families 
| spend almost 2 billions a year on food. 
| And their total buying power amounts 
| to over 5 billions! — a market you 

ean sell by advertising in Foreign 
| Service. Here’s why: 


| Foreign Service gets thorough, faith- 
ful readership** because it publishes 
| what its readers want — news and 
stories exclusively of interest to vet- 
erans. Further, the staff actively helps 


ger . ‘ ona ‘ hee ad f 
é NATIONAL EDITION NOW THE COMBINATION OF THE 
be EASTERN, PACIFIC COAST AND SOUTHWEST EDITIONS 

' z Be sure that your national campaign is ordered for all three. 

2 But be alert to the opportunity to break into your continuity 
2 to attack specific regional marketing problems by using extra 
: copy in any one of the regional editions individually. 

* 


should head your list! 


solve veterans’ problems, if necessary. 
This interest extends to your advertis- 
ing: gives every advertisement extra 
punch! Sell this vast market by ad- 
vertising in Foreign Service. 


* Based on an estimated 
$1.50 per day per 3,600,000 
adults in 1,300,000 reader- € 


| families 
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Daniel Starch Sur- 
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: been filed with the FCC by Tele- 
Wilson Promotes Seepe | ison Enterprises, an organiza- 
Wilson & Co., Inc., Chicago,| tion composed of O. S. Whitaker, 
manufacturer of Wilson hair| Robert Thomas and J. C. Briscoe. 
filters, has promoted Robert M. The station would operate on 
Seepe to manager of hair filter Channel 10 with 192-198 mega- 
sales. Mr. Seepe joined Wilson in | cycles. 

1936 as head of the market analy- | 


sis department, later becoming as- . 

sistant to the vice-president in Shreve Retires from G-E 
charge of branch house sales. | Earl O. Shreve, vice-president 
en | of pw —s rages Caer: 
. . |on the president’s staff, and presi- 
Applies for Video dent of the Chamber of Commerce 
An application for a new tele-| of the United States, has retired 
vision station in Fort Worth has'from the company after 44 years 


of service. Mr. Shreve is a mem- 
ber of the board of the National 
Electrical Manufacturers Associa- 
tion, of which he was president in 
1940, and is vice-president and a 
member of the board of the Na- 
tional Fire Protection Association. 


Joins Porter Wylie 

Clarence L. Morton, formerly 
with McGraw-Hill Publishing 
Company, has been appointed 
representative of Porter Wylie & 
Co., publishers’ representative, 
with headquarters in Boston. 


Plume to Strohmeier 


The cosmetic division of the 
Plume & Atwood Mfg. Company, 
Waterbury, Conn., has appointed 
Strohmeier Associates, New York, 
to handle its advertising. The di- 
vision makes cosmetics containers. 


Atlanta Agencies Merge 


Richardson & Co. and Tom 
Sanders Jr. & Associates, Atlanta, 
have merged and will operate 
henceforth as Richardson, Turner 
& Sanders Advertising Agncy. 
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can be sold at uncoated paper prices. 


publishers who must have outstanding 


er ya the tone gra 


By improved, “‘streamlined” manufacturing 
methods Consolidated produces enamel- 
coated papers of superior printability which 


This combination of high quality and low 
price makes Consolidated Coated ideal for 


Fine Half-Tone Reproductions 
Require Fine Coated Paper 


Photographs with many middle-tones, shadows and reflec- 


alf-tones. 


tions present a difficult printing job. Of prime importance E 
is the use 4 a coated paper whose surface can faithfully re- 
ations and details of fine screen " 


The above photograph, illustrating an article about a 


one-room house, recently appeared in a national home 
service magazine for which substantial quantities of Con- 
solidated Coated Papers are used. 


“House & Garden” and “Better Homes & Gardens” are 


typical of the outstanding magazines of this class which 
regularly use Consolidated Coated. 


PRODUCTION GLOSS 
- MODERN GLOSS 


onsolidated Coated 
Papers } 


printing but to whom paper costs are an 
important item. Consolidated Coated is also 
used regularly for the better printing of 


many of America’s top advertisers. 


Manufactured in weights down to 45 
pounds, Consolidated Coated Papers meet 
almost any printing requirement. 
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PO Order Jolts. 
Vets’ Foundation 
for Contest Copy 


WasHINGTON — The Disabled 
American Veterans Service Foun- 
dation promised to send clarifying 
letters to thousands of contestants 
last week after postal inspectors 
complained that promotion ads in 
the nation’s leading newspapers 
and magazines misrepresented the 
purpose and procedures of the cur- 
rent DAV puzzle contest. 

The ads, prepared by C. L. Mil- 
ler & Co., New York, headline the 
possibility of large cash prizes for 
the solution of a single puzzle re- 
produced in full pages in 150 
metropolitan newspapers, and in 
such national magazines as Life, 
Look and Parade. 

The inspectors contend that too 
little display was given the fact 
that three series of tie-breaker 
puzzles were in prospect in the 
event that the original puzzle pro- 
duced no winner. 

Millard W. Rice, DAV legisla- 
tive representative here, and ex- 
ecutive secretary of the Service 
Foundation, told ADVERTISING AGE 
that the puzzle had been specially 
prepared, and that the foundation 
and the agency felt that it was 
sufficiently difficult to insure a 
winner without the tie-breakers. 

On the insistence of the Post 
Office, however, DAV is writing 
each contestant: “While it is pos- 
| sible, still it is unlikely, that prizes 
/will be won simply by solving 
'one puzzle.” 


| Refunds Offered 


| 

The letter of clarification which 
the department required adds: 
“Many high scoring contestants 
will possibly be tied on their point 
scores and each will have to sub- 
mit solutions to the tie-breaker 
puzzles until the winning con- 
testants are determined and the 
prizes awarded. 

“This might require consider- 
able time and effort on your part.” 

The letter also explains that the 
proceeds of the contest, after 
prizes, administrative and promo- 
tion costs, will be used for the 
purpose of providing competent 
counselors to assist disabled vet- 
erans, and will not be paid di- 
rectly to any disabled veterans. 

It also explains that photo- 
graphs of President Truman, and 
Generals Eisenhower, Bradley and 
MacArthur, together with state- 
ments from them used on some 
contest letterheads, were not en- 
dorsements of the puzzle contest 
but endorsements of the general 
objectives of the DAV Service 
Foundation or the DAV. 

The letter offers entrance fee 
refunds to any contestant who 
feels he was induced through m s- 
understanding to participate. 


Johns-Manville 
Moves to Mutual 


Johns- Manville Corporation’s 
nightly, five-minute news s'! 'P, 
which has been a Columbia ::2- 
ture for eight years, is set to ¢- 
gin on Mutual Oct. 4 at 9:55 p 
EST. However, the compa: 
which has carried the broadc. st 
year round in the past, is c >- 
sidering an earlier starting < ‘¢ 
to cover the presidential ca \- 
paign. 

Bill Henry, who handled e 

e 


show on Columbia, will conti! 
as newscaster. J. Walter Thon > 
son Company is the agency. 


Gets Infilco Account 


Casler, Hempstead & Hanfc ‘. 
Chicago, has been named to han ‘¢ 
the advertising and public re °- 
itions of Infilco, Inc., Chice °. 
|manufacturer of water conditi \- 
|ing and sewage treatment equ 
ment. 
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YW. S. News avd World Report 


HAROLD L. BEHLKE 


vice presioenTt 


May 6, 1948 


° 
rca e.osc., NEW YORK 2 


Dear Sir: 


3 , 


do not 
ermore, We 
emeinder of this yer: Furth 
for the rem 


beat P 
. 


ectetions- 
1a Report hes surpassed our exp 
with Wor 


a in 
have achieve 
jreuletion Larger than eny We 
4s our © 


es 
tising revenu 
f publishing» but our adver 
our 15 yeeTs ° 


st year: 
ing 13 per cent ehead of 1e@ 
are runn 


rate card 
411 shortly receive @ detailed 
You W 


of 
flecting the new guarantee 
re 


out above, 


sincerely yours, 


Just released 
“AMERICA’S TOP BUSINESS 
EXECUTIVES REPORT ON 
THE USEFULNESS OF THE 
MANAGEMENT MAGAZINES 
THEY RECEIVE.” 


Copies available upon request. 
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USEFUL NEWS FOR IMPORTANT PEOPLE 
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Advertising Age, May 31, 1948 


The magazine will be tested|tween advertisers and the screen,;in South Bend. age © 
Hess Brothers | aovegiant the country in the near both cinema and video. The| W. F. Linville has resigned as Ad Affiliation 
‘ ‘ | future. agency will provide its clients| general sales manager of the com- 
to Start Column Carl Hess, who is in charge of — msans ie 3 area their | pany. 
. business of the new organization, | Products and will furnish products | Flects ) ; 
. ; : l 
, 4 Early in 1949 was formerly a vice-president of tf pono gm! end hie| ets Army Account ennison 
_ New York—Column, a new na-/ 4 large manufacturing company | associates also will act as public | Thomas F. Conroy, Inc., San 
tional magazine, will be published|in the Midwest and John Hess, | relations counsel. ‘Antonio, has been named to 
fortnightly in early 1949 by the | @ditorial chief, was formerly a fie ‘handle the advertising of the a Onc ave 
Ambassador Publishing Company,|'adio writer and director. Both B . |Fourth Army Recruit, which cov- 
Chicago. The company is headed | are new to the publishing field. endix Promotes ers Texas, Oklahoma, New Mex- CLEVELAND — The workaday 
by Carl and John Hess, who have es ee, Layng and Rodger ,ico, Arkansas and Louisiana. The problems of advertising, and its 
: ‘ ;}appointment becomes effective nae Fg le 
established offices at 200 W. 57th Nelson Opens Ad Servi Grant Layng, head of the build-| July 1. potential importance in helping to 
St., New York, where develop- Sete ada ‘Wek ange ers sales division, has been ap, | Awe TSN develop industrial and interna- 
ment work has been started. ohn ade Nelson, who re-/| pointed eastern sales manager of | . . tional peace, were explored at the 
The new magazine will deal |cetly sold the distributorship for | Bendix Home Appliances, South | Pfeifer to Visual . 46th conference of the Interna- 
Quonset Huts in southern Cali-| Bend, Ind. He will make his head- Carroll L. Pfeifer, former direc- tional Affiliation 


we lage ga bo gad onterest | fornia, has formed Hollywood Ad-| quarters in New York. M. R. | tor of sales for Sculpture House, f Sal d Ad- 
y y Special | vertising Service at 2875 Glendale| Rodger, head of the utility sales| New York, has joined the creative | 0! >@/es an 
ists selected from all parts of the Bivd., Los Angeles 26. The new | division, has been named midwest | staff of Visual Methods Company,| V@Ttising Clubs 
country, with emphasis on trends. | company will act as a link be-'sales manager, with headquarters’ New York. here May 21-22. 
The organization 
embraces 10 Ca- 
nadian and seven 
U. S. sales and 
advertising clubs. 


Harold E. Den- 


° nison, Russell T. 
Keliey Ltd, 
FAST- MOVING CROWD AT NEWSWEEK ... Hamilton, was _ H. E. Dennison 

THEY'RE ONE OF THE TOP 4 IN TOTAL ADVERTISING elected amore aie, a 

PAGES GENERAL MAGAZI ° of the affiliation, succeeding Car : 

the . —- Abbey, Hubbs & Howe Company, tirin 

cere ae 4 ‘ Buffalo, and it was decided to hold left) 

next year’s conference in Hamil- pec 

ton in May. | 

THEY CERTAINLY ARE! THEY CARRIED OVER 2800 Other officers elected. were: yon 

PAGES LAST YEAR _. ALL OF THEM BLUE-CHIP COMPANIES. First vice-president, Peter C. 

AND WHAT'S MORE, NEWSWEEK DELIVERS Keischgens, Coe Advertising J —— 

THE GREATEST CONCENTRATION OF LEADERS IN Agency, Syracuse; 2nd vice-presi- § work 

BUSINESS, INDUSTRY, AND THE PROFESSIONS OF Gent, Sven. W. Rayter, Gesnyesr & pert 

4 ’ Tire & Rubber Company of Can- strife 

ANY GENERAL MAGAZINE ... AND AT THE LOWEST ada, New Toronto; 3rd vice-presi- Ke 

wn RATE PER THOUSAND! dent, Norman Klages, Reliance tor, J 

Life Insurance Company, Pitts- pany, 

burgh. eratic 


Eric Zimmerman, Railway & ter id 
Industrial Engineering Company, taken 
Greensburg, Pa., was reelected a stu 
secretary-treasurer, and Marjorie seven 
Wesley, Canadian Gravure Lid. shows 
Toronto, and Walter Kiehn, J. J. “Afte 
Gibbons Ltd., Toronto, were re- gets 
elected Canadian secretary and work: 
treasurer, respectively. Reelected 9 thirds 


as honorary directors were Mar- pany 
garet Brown, Marketing; Henry probl 
Marks, Printers’ Ink, and S. R. It 
Bernstein, editor of ADVERTISING mer 

AGE. mana 
| ‘Innocuous Institutional Copy’ — 
| The conference got off to a fast pa 
| start with a serious discussion of empl 
|advertising’s necessity for selling “Why 
good products by James G. distri! 
|Conzelman, widely known as show: 


coach of the Chicago Cardinals 
| professional football team, who is 
_a working adman with D’Arcy Aft 
| Advertising Company, St. Louis, 


: _outside the football season. = 
a ) | Mr. Conzelman pointed out that again 
’ ‘two of the greatest ad campaigns the c 
) ‘ever turned out are selling com- in ia 
: | munism and democracy, but that signif 
while the communistic campaign Am 
} P rr on 
| ‘is a hard-hitting, carefully de- howe 
[ | signed campaign, that for democ- had 
iracy “has always featured in- had d 
nocuous institutional advertising Bra 
/until recently.” The Italian elec- 


'tion indicated a change to hard- 
‘selling approaches which auur 
well in this field.’ 
| The international problem was 
| stressed at other feature sessi ns 
‘by Ely Culbertson, bridge nd ‘ 
world peace expert, who ued 
support of the ABC plan for re- ie 
/vamping the United Nations, «n¢ 
‘by Louis D’Olivet, internati na! L 
/editor, United Nations World, »\ 
| flew from Geneva to Clevelan: to 
|address the meeting, and who ‘- q 
I | sisted that the UN is by no me ns 
impotent or useless, if it is ‘- 
) telligently supported. Dons ‘4d 
| /Gordon, wartime director of °° ; 
Canadian prices and trade bo« 4, | 


. “catalogued Canada’s industry © \4 


resources and pointed out | * 
| since Canada is the largest U. >. 
] 


| NEWSWEEK...THE MAGAZINE OF NEWS SIGNIFICANCE | custome: Americans might. v F 


Employe Relations Stressed 


| At “working” sessions Friday 

| Saturday, Robert M. Creaghé 
| Cleveland labor relations exp: 
| asserted that if industry can =“ 
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AT AFFILIATION MEETING—Carl Abbey of Hubbs & Howe Co., Buffalo, re- 
tiring president, International Affiliation of Sales and Advertising Clubs (seated, 
left), looks over a program with James Conzelman, D'Arcy Advertising Co., St. 
Louis, guest speaker at a luncheon program during the affiliation's Cleveland | 
convention. Standing are Grant Stone, advertising director of the Cleveland 
Press, a past president of the affiliation, and Chester W. Ruth, advertising — 
director of Republic Steel Corp., and president of the Cleveland Advertising 


workers to gain a sense of being 
part of the economy, industrial 
strife can largely be ended. 

Kenneth Moody, training direc- 
tor, American Steel & Wire Com- 
pany, reported on a four-step op- 
eration which gave workers a bet- 
ter idea of what happens to money 
taken in by industry. Alarmed by 
a study among 4,000 employes of 
seven Cleveland plants which 
showed that to the question, 
“After all expenses are paid, who 
gets more of what’s left—the 
workers or the company?”, two- 
thirds said the company, his com- 
pany decided to attack this one 
problem. 

It hired Sherman Rogers, for- 
mer lumberjack, to talk to all 
management personnel, had him 
write six articles for the company 
house organ, had him make a 
movie which was shown to all 
employes, and write a_ booklet, 
“Why Kill the Goose?”, which was 
distributed after the movie was 
shown. 


Does the Job 


After this program was com- 
pleted, 2,000 employes of the same 
seven Cleveland companies were 
again asked about who got most— 
the company or the workers. In 
six of the companies, there was no 
significant change in _ attitude. 
Among American Steel employes, 
however, the 67% who previously 
had said the company got most 
had dwindled to 16%. 

Brass tacks methods of reducing 


advertising costs—‘“‘which current | 
conditions are causing us to ex- 
plore further”’—were outlined by 
Frank T. Tucker, director of ad-| 
vertising, B. F. Goodrich Com- 
pany. 

At a retail clinic, Charles % 
Coward, director of advertising, | 
Kelvinator division of Nash-Kel- 
vinator, asserted that manufac- 
turers can achieve completely sat- | 
isfactory retail relations only if 
they are retail minded, if they 
consider all movements of mer-)| 
chandise to wholesalers and re-| 
tailers only as a transfer of in- | 
ventories, and if they believe that | 
no sale is made until the product | 
gets to the consumer and is oper-| 
ating satisfactorily. 

H. Norman Neubert, public re- | 
lations manager, R. H. Macy &'| 
Co., New York, revealed that | 
Macy’s has set up a customer re- | 
lations committee whose function 
it is to see that the consumer runs 
the business, in the sense that 
every operation, no matter how 
minute, is organized from the cus- | 
tomer’s viewpoint. 


Announces New Contest 


At a breakfast session of offi-| 
cers, directors and heads of affil- | 
iated clubs, Wilmer H. Cordes of | 
American Steel & Wire Company, | 
head of a Cleveland Advertising | 
Club committee, made the first! 
public announcement of a new) 
advertising competition which the | 
Cleveland club will sponsor this | 
fall for Cleveland area adver- 
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 Bcidement/ 


The friendly man on the radio says, 
“Now on display at your favorite department 
store.” The magnificent magazine 
color spread suggests, “See your local 


druggist.” 
The big bold letters in the newspaper 


y ad advise, “Try some today!” 


a cD) 
yi 


ROYAL & DE 


So what happens? 

Why not write for a free copy of 
our new folder, “Fireman, save my 
child!” . 


. . and find out. 


gully 


452 FIFTH AVE., N.Y. 18 
CHickering 4-0140 


| Mayor Eugene I. Van Antwerp 


| discouraging the purchase of fuel 
| oil burners by persons who do not 


| New Hart Cleaner Bows 


tisers. 

Mr. Cordes pointed out that all 
| advertising competitions seem to 
be slanted from the craftsman’s | 
| point of view, instead of from the 
| viewpoint of management, which 


soap for 35 years, is wor omtggrorne Bemis Series Opens 


its first national campaign as a : 

means of introducing a new prod-|_ Bemis Brothers Bag Company, 
uct, Hart’s glass cleaner. The | St. Louis, has launched a series of 
powdered cleaner, for glass or| four-color page ads in Time, each 
other household use, is believed to|@ cartoon showing Main St. in a 


‘ as Boye be the first marketed in cellophane | small town and how many kinds 
must approve the appropriations packages. McAnulty & Josephson | of Bemis bags are used. Gardner 


and pay the bills. To remedy this Advertising Agency, Portland, jis | Advertising Agency, St. Louis, 
situation, he said, the Cleveland | handling the campaign, which in-| handles the account. 

competition will be based entirely | cludes the use of magazines, news- 
/'on how well advertising performs | papers and radio. 

its stated objective, and will pay —_—_——_. 
little attention to technical excel- 
lence and other elements beloved Se ee nt th | 
ib craftsmen. ar icKerd, roit, as 
7 ere been appointed to handle the ad- 
‘ ‘ vertising of Shedd-Bartush Foods, | 
Fuel Oil Burners Hit Detroit, maker of Keyko mar- | 
garine, Shedd’s Old Style sauce | 
and other food products. 


VIC TAKE & ASSOCIATES 


ARCADE 810G . SAINT LOUIS 


of Detroit has asked the Better 
Business Bureau there to assist in | 


PORTFOLIOS * MOUNTING 
— DIE-CUTTING. * EASELING 
- PAPER and BOARD LINING 


have a contract for oil. The mayor 
acted on request of the City Coun- | 
cil, which had received petitions | 
from veterans’ organizations. 


SERVICE, 


BINDERY CO., Inc. 
| $UPerior 5105 


Hert Mfg. Company, Portland, 360 EAST GRAND AVE., CHICAGO 11, ILL. 


|Ore., manufacturer of mechanics’ | 


TELL YOUR STORY AT THE 
FIRST OF THE FINEST 


OOK COUNTY FAIRS 


SOLDIER FIELD— AUG. 27 —SEPT. 6 : 
Incl. Labor Day Weekend : 


Your advertisement in the Official Cook County Fair Program and Buyers 
Guide can reach a vast throng (estimated attendance, 500,000) of inter- . 
ested recreation-minded Americans. More than 300 of the "Blue Book” ie 
industrial and agricultural products manufacturers will have exhibits . . . te 
Aerial Circus Performers . . . Thrill Acts . . . Midget Auto Races . . . Johnny 


Jones Giant Shows . . . All these will ensure a record-breaking attendance! 


a 
me 


ACT NOW — Phone, 
Wire or Write for rates 
and additional informa- 
tion to set up your 
stand in this outstand- 
ing Market Place. 


MIDLAND SALES AGENCY 


176 W. ADAMS — CHICAGO 3, ILL. 
ANDOVER 5748 
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Idea Man’s Lament 


To the Editor: It would seem) 
to me that in this, the “Atomic 
Age,” the time is ripe for a revolu- 


tion in advertising and advertising | 


methods. I believe that for too 


many years advertising has been | 
dominated by a type of mentality | 


and way of thinking that looks 
with suspicion upon anything new 
and different. For years this type 
of individual has controlled ad- 


vertising to the extent that year | 


after year the same old art work, 
copy appeals, layouts and tech- 
niques—in other words the same 
old trivialities and banalities have 
been perpetuated and all this on) 
the grounds that “it is what the 
public wants.” 
could want what it doesn’t know 
to exist. 


This dapartaind isa sentiie’ s forum. Letters are welcome. 


It ought to be among the func- 
|tions of advertising to create and | 


to mold public opinion and taste | 


|}and the way people will think. In 
other words advertising ought to 


derives its tastes and procedures 
from the public can only give 
back to that public what it got 
from it, which in the case of ad- 
vertising is nothing. If any new 
or original advertising ideas origi- 
nated with the public, I have yet 
to hear of them. One of the 
troubles with advertising today is 
that most advertising men are sur- | 
rounded by a lead wall 20 feet 
thick to protect themselves from 
‘the “deadly” radiation of new 


As if the public) ideas. 


W. SCARLET, 
Norwood, O. 


lead, not follow. A business which | 


| prove to the CM and you girls that 
|not all advertisers “address women | 


| maleness,”’ 


but we do think you'll enjoy wearing 


Sets Things Straight | 
wae CM and the Girls 
o the Editor: An open letter 
to "a Creative Man, Dorothy 
Presser, Maxine Pinson, Bernice 
Fitzgibbon, Sara Smeerin, et al: 
Dear CM and Girls: Just to 


NURSES who want something more 
than just comfort and utility 
in their service shoes. 
DUN-DEGRS are very 
distinctly different in their 
design and style details. 


in terms of their fe- | They'll lend a smart and interesting 


we are sending you | 
herewith two exhibits: 

Exhibit A is an ad appearing | 
in the June issue of American | 
Journal of Nursing for our client | 
Dun - Deer, International Shoe) you all a “lot of sexy malarkey?” 
Company. Exhibit B is an ad ap- | Of course not. Why, we don’t 
pearing in the May issue of Call-| even say the same thing to all the 
ing All Girls and Seventeen, and | girls. 
in the June issue of Photoplay,| Confidentially, our feelings 
for the same client. aren’t hurt a bit, because we're 

So, there, now—do we hand | so sure you couldn’t mean us. 

Scott ITTNER, 


incessantly 


\ 


*. 


Big St. Louis 


that means 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 


ATLA 


| 


Glee R. Stocker & Associates, 

| §t. Louis. 

| PS. The lead in our next ad 
|is going to be: 

“We cannot guarantee that you’ll 


be 

LOVELIER TO LOVE—on A SHOE- 
| STRING.” 

| - oe 

'Score Book Makes Hit 


‘With Indians’ Fans 


To the Editor: I believe you 
_may be interested in one phase of 
our promotional program for our | 
client, Standard Brewing Com- 


resented by the enclosed copy of 
“Jimmy Dudley’s Baseball Refer- 
ence and Scoring Book.” 

This advertising piece was de- 
signed to influence the large base- 
ball fan market in Ohio, particu- 
larly the radio audience which 
tunes in the daily broadcast of the 
Cleveland Indians’ games at home 
and abroad. 

Announcement that this book 
was available to the fans was 
made on opening day, April 20, 
by Jimmy Dudley, 
Radio Station WJW, Cleveland, | 
and the book has been plugged on 
subsequent daily broadcasts since 
that time. To obtain a copy, the 
fans are invited to mail a penny 
post card to Jimmy Dudley and a 
book is then mailed to them. 

Note that a tie-up was made} 


<< 


— 


When you set your course to reach America’s ninth biggest 
market, it really pays to use two-handed effort. That 
market is the compact St. Louis retail trading zone where 
over 475,000 families live. In this zone are concentrated 
more than four-fifths of the 176,000 St. Louis Star-Times 
evening reading families. Here you have a combination of 
rich market and intensive coverage teaming up to give 
low-cost impact that really sells merchandise in St. Louis. 
For best results, it pays to use both hands in big St. Louis. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co. 


with Philco Radio Corporation to 
award a new 1948 portable Philco 


lucky number appearing on the 
inside back cover of each book. 
The fact that this promotion has 
been highly successful is evi- 
denced by the flood of requests for | 
the book. Over 40,000 have been 
mailed to fans throughout Ohio in 
the month since opening day. 
The book is 
Jimmy Dudley and was edited and 
produced by Gerst Advertising 


Brewing Company. 


A. E. Beatty, 
Gerst Advertising Agency, 
Cleveland. 
o--- - 


‘News’ Sets AA Right 
on Merchandising Aid 

To the Editor: It isn’t often 
|that ADVERTISING AGE makes a 
mistake, so we are giving you the 
benefit of the doubt with the sug- 
gestion—either you have been 
misinformed, or possibly unin- 
formed. 

We are referring to an article in 
| the May 10 issue of ADVERTISING 
|AGE, explaining the “Product of 
'the Month” promotion being spon- 
sored by national brand manufac- 
turers in this market. In this ar- 
| ticle you say that until now Den- 
|ver has been a no-man’s land 
of local support for national ad- 
vertisers. It is that statement to 


DUN-DELRS, our hand-laced white oxfords 
.« They are fast becoming favorites with 


a — cs we 
accent to your uniform. Moderately priced. Try on a pair 
cog 
at your favorite store, or write us—we'll tell you where. e 
\ No mail orders, please ¢. 0. bat. wes Case 


pany of Cleveland, which is rep-| 


radio daily to the holder of the| 


copyrighted by | 


Agency for their client, Standard | 


we 
RS, 


DEPT. A, DUN-DEER* INTERNATIONAL SHOE COMPANY, ST.LOUIS 3, MO 


which we are taking exception 
You will find enclosed with this 
letter a considerable amount of 
merchandising work for nationa! 
advertisers which is done by the 
general advertising department of 
the Rocky Mountain News. You 
will notice the dates on some of 
these letters are as far back as 
1945 and 1946. In these letters 
we have made an effort to mer- 
chandise in one way or another 
various brands of food, liquor, 
medical products, etc., which carry 
| schedules in the Rocky Mountain 
|News. In addition to this we send 
out a weekly merchandising let- 
‘ter, both to the food stores and to 
the retail liquor stores here in 
| Denver, advising them of the ac- 
counts that are running in the 
|Rocky Mountain News. We also 
give all general advertisers a 
|monthly report of the tie-ins of 
their particular brands that are 
carried by any retail store adver- 
tising in the Rocky Mountain 
News during the month’s period. 
We are also enclosing copies of 
j}each cf the semi-annual inven- 
tory surveys of brands as they are 
found in the retail grocery stores 
here in Denver. The first of 
these studies was made in July of 
|last year, and the second study 
|made in January of this year. 
| Really, we think we es an 


|Tistnc Ace, for this misconcep- 
tion which has been placed in the 
minds of a good many general ad- 
vertisers as a result of your story 

We are not waving the flag for 
any other publication here in 
| Denver, but we are trying to keep 
‘the records straight, insofar as the 
Rocky Mountain News is con- 
cerned. 

N. L. JAMES, 

Manager, General Advertis- 

ing, Rocky Mountain News, 

Denver. 

P. S. You might also be inter- 
|ested in knowing that in the same 
story you said that 33,000 coupons 
‘were distributed by the Monitor 
‘to Denver housewives. The rea! 
| facts are that the boys who carry 
and distribute “The Monitor” 
|}every Friday morning were re- 
‘quired to get out and sell nim- 
| bers of these booklets at 15 cents 
-apiece with each ‘boy receivi's @ 
| seven-cent commission as his |))4y- 
|ment for the work he was 
quired to do. If that be true, vh° 
really is responsible for the | °° 
chandising service these br: ds 
are getting on this “Product © 
the Month” promotion—the 0°) 
who is out on the street se! "5 
these tickets to the housewife © 
the shopping news, to whom °U 
give credit with their news sto © 
and advertising? 

[Editor’s Note: Mr. James’ c ''- 
munication, supported by a ¢ 
inch thick stack of “evide’ 
pretty well speaks for itself, 
we proffer the apology which | 
and we—think he has cominy " 
him.] 


| 
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Crum Sets ‘PM's’ 
Target: Straight 
News, More Linage 


New YorK—‘“We intend to put 
out a product that is palatable and 
acceptable for all advertisers—re- 
gional and national,” Bartley C. 
Crum told AA last week. The 
new publisher of PM added an- 


other phrase, that advertising is | 


“particularly an American insti- 
tution, it puts circulation on a 
paper, and it gives a newspaper 
stability.” 

PM has turned full circle. What 
had begun as a dream—the adless, 
crusading newspaper, its purity 
insured by the absence of paid 
space—is to be converted into an 
enterprising newspaper, “abso- 
lutely independent and on the lib- 
eral side,” and “eager for adver- 
tising.” 

Bartley Crum looks younger 
than his 47 years. Pleasant of 
manner and persuasive in speech, 
this lawyer had a sizable list of 
blue-chip clients before he ven- 
tured into the publishing business. 
Earlier in his career, he was in 
the offices of John Francis Neylan, 
general counsel of Hearst News- 
papers, and among his present 
clients are Crown -Zellerbach 


Paper Company and John B. Ken- | 


nedy (publisher of the San Diego 
Journal). 


Adds Resner, Shimkin 


He no longer represents the two 
Thackrey stations (KYA in San 
Francisco, and KLAC, Los An- 
geles), which might be difficult, 
considering that Ted and Dorothy 
Thackrey are publishers of the 
rival New York Post. He will not 
practice in New York; he will re- 
tain his West Coast practice; he 
may do some work in special cases 
in Washington “but only provided 
he does not compromise PM’s edi- 
torial position.” 

PM is currently in the throes of 
reorganization, but some elements 
of the top team are beginning to 
take shape. Next to Mr. Crum, 
as assistant publisher, will be 
Lawrence Resner, who for sev- 
eral years has been the New York 
Times’ top labor reporter. Leon 
Shimkin, formerly executive vice- 
president and treasurer of Simon 
& Schuster, will be treasurer “and 
sort of general manager.” 

Mr. Shimkin—sometimes called | 
“the third ‘S’ in Simon & Schuster” 
—is not the only book publishing 
man; the new business manager 
succeeding Lowell Leake, who had 
been shifted to business manager 
after starting as an assistant man- 
aging editor in 1940, is George 
Braziller, president of the Book 
Find Club. 

The newspaper is hiring a new 
advertising manager, having ac- 
cepted Louis (Tex) Frankel’s res- 
ignation, but so far he has not 
been named. In the works, too, 
is a new promotion manager and 
active, aggressive promotion for 
i'M. “We’ve been weak on the 
business side,” Crum _ concedes, 
but adds grimly that a new hard- 
driving advertising staff “will 
oush hell out of it.” 


Circulation Up 7,000 


The impression is that PM’s day 
®s an ideological playhouse is 
ver. “We believe liberal publish- 
€°s should operate in black ink; 
’e@ want to be successful in the 
“merican ‘sense of the word; we 
vant to make money,” Crum sums 
Lp, 

Sometime before July 1, PM is 
undergo a change in format. 
will probably stay tabloid in 
e, and editorial changes, if any, 
ll be made by Joseph C. Barnes 
who bought PM along with 


~ 


o+ 


ft 


- 1 


‘um, and will supervise its edi- 


torial operation. Its city circula- 
tion has already climbed 7,000 in 
the two weeks since the Crum- 
Barnes management moved in. Its 
figures on totals are not yet avail- | 
able, but PM’s management hopes | 
it has begun the long rise from 
the 125,000 nadir. 

Unlike many newspapers, PM 
has a sizable out-of-town circu- 
lation, about 35% of its total. This 
is principally in three cities, 
Washington, Chicago and Los An- 
geles. Crum believes that air de- 
livery of the newspaper to the 
West Coast will come fairly soon. 


Considering Split-Runs 


To fatten its out-of-town circu- 
lation, PM is seriously consider- 


Jan. 1, but he is cautious about, and his associates. 
his plans—asserting that “we are| Mr. Crum told AA that his 
in the position of Dior before he| paper situation is “adequate,” and 


put over the New Look. We don’t 
want to overpromote—and repeat 


| his mechanical plant “good.” The 
slow shakeup of the editorial and 


the original error of PM. We want | business is continuing, something 


to have a product.” 
On the business side, Crum and 


his associates have talked to nu-| 


merous advertisers and agencies. 


PM’s Newspaper Guild unit had 
been ready to accept. 


Open Portland Agency 


The response has been good, he| Robert A. McAnulty and Dale 
says, and he found them coopera-| Josephson have opened their own 
‘advertising agency, McAnulty &| 


tive and interested. He doesn’t 
underrate advertising (“house- 


wives want ads to read’”’) and he) 
wants advertisers’ advice—up to| 
a point. “We won’t be dictated to | 
by anyone—left, right or center,” 


he says firmly. 


He expects to bring PM even- 


Josephson, in the Guardian build- 


dale has joined the staff as agency 
artist. 


} 


ing, Portland, Ore. Moe Martin- | 


Promotes Varell 


Lia V. Varell, former account 
executive at National Export Ad- 
vertising Service, New York, has 
been appointed director of public- 
ity and research of the company. 


(Simpson-REILLY, LTD.) 
Publishers Representatives 


SINCE 1926 


SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIPE BLDG. 


LOS ANGELES GARFIELD BUILDING 


| 


ing the possibility of split-runs| tually to a seven-day paper, in- 
for advertisers in other cities, | stead of the five-day-plus-week- 
realizing that this will entail the | end edition setup at present. A 
maintenance of an advertising| recent PM weekend edition car-| 
ried 19,000 lines—which is fat for 


staff in the other cities. 


Mr. Crum believes that PM’s| PM but indicates the business re-| 
circulation will reach 200,000 by | building job confronting Crum | 


RENCE, | 


iT) 


What fashion magazine... 


features the John Frederics up-swooping brim 
and the Jrene veiled number for the thin face? 
None other than that haute monde medium for 
some of the country’s best customers, charge 
or casual . . . SuccessFuL Farminc—devoted 
to the dual business of farming and farm living! 
And asacrass commercial consideration, where er 
can you find more custom forhigh-brackct hats | 
than among wives of high-bracket farmers? 

In a market mostly missed by magazines, 
not always tuned in to network programs... 
SUCCESSFUL FARMING concentrates more than 
1,200,000 circulation among the nation’s best 
farmers in the 15 Heart States ... with the best 
soil, best techniques, highest yields, largest 
property investments, and ’47 average income 
$4,000 above the U. S. farm average, $9,890 
(without gov’t payments). To reach today’s 
best class market, SF merits a prime position 
on national schedules! Data and detail, any 


office. SuccessFUL Farminc, Des Moines, New 


@tte Vierhaus 
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York, Chicago, Cleveland, Detroit, Atlanta, 


San Francisco, Los Angeles. 
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«ti uplifted brims, and 

«ting toques with high crowns 

mre your best buy. [ Turn to page 148 


_ Photographs by Edward Ozern 


The forward tilt of this hat shortens the too- 
long face. The roses and filmy veil draw at- 
tention away from angular lines. The forward 
curving line is good alse for the profile with 
a receding brow and a prominent jaw line 


John Frederics 


Because the brim stresses angles rather than 
curves, this winsome bonnet flatters the too- 
round face. The up-swooping brim directly 
over the brow adds needed length. If chin 
line isn't good, the veil may be tied in back 


: 


Irene 


Wide, curving contours and a soft veil make 
this hat particularly pretty for a very thin 
face. The low, flat crown and side width give 
an illusion of roundness. Facial irregularities 
can be camouflaged by a patterned veil 


Edgar J. Lorie 


The smart, new swing-to-the-side type of hat 
is an excellent foil for the triangular face 
with a too-wide jaw. The mist of veiling and 
flower trim gives width across the forehead 
to balance the squareness of the jaw line 
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Kearney Joins Katz 

Don L. Kearney has resigned as 
national sales manager of network 
cooperative programs for Mutual 
to become an account executive 
with the Katz Agency, radio sta- 
tion representative, New York. In 
the new position which he assumes 
in June, he will specialize in tele- 
vision. Mr. Kearney formerly 
was associated with the agency. 


Form Fort Wayne Agency 


James J. Chamberlin and Cletus 
Junk, both formerly with Clem J. 
Steigmeyer Advertising, Fort 
Wayne, Ind., have formed their 
own agency, Chamberlin - Junk 
Advertising, Inc., with offices in 
the Peoples Trust building, Fort 
Wayne. 


Mart Promotes Lange 


Bert J. Lange has been named 
trade promotion manager of the) 
Merchandise Mart, Chicago. He) 
will supervise market activities, 
advertising and general promo-| 
tional activities of the building. | 
Mr. Lange has been with the mart | 
in a promotional capacity since | 
last September. 


WHOL Joins CBS 

WHOL, Allentown, Pa., will 
join CBS as a basic supplemen- 
tary station in August. Mean- 
while, KIMA, Columbia affiliate 
in Yakima, Wash., has been grant- 
ed an increase in daytime power 
to 1,000 watts. The station will 


continue to operate with 500 watts 
nighttime. 


"CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


Wasuincton —For the week 
ended May 15, department store 
sales were up 7% over the cor- 
responding week of 1947, accord- 
ing to Federal Reserve Board re- 


ports. 


The sales index, based on dol- 
lar volume, dropped from the high 
of 330 the week previously to 292 
for the week ended May 15. 

High district was the Philadel- 
phia (third) area, with a 22% 
dollar volume sales gain over the 
same week last year. The sales 
rise was sparked by a 20% in- 
crease in sales in the city of Phila- 
delphia. 

Houston, which led the cities 
for four successive weeks, racked 
up a sales gain of 18%, but 
dropped to third place, following 
Tulsa (up 27%) and Philadelphia. 
Tulsa’s gain was helped by the 


Federal Reserve Figures on Department Store Sales 


International Oil Exposition, at- 
tracting scores of thousands of 
visitors. 

The Boston (first) district was 
the only one to show a loss (down 
3% from last year). The city of 
Boston dropped seven percentage 
points in dollar volume, as com- 
pared with the corresponding 
week of 1947; Memphis dropped 
3%, and Indianapolis and Seattle 
each slipped 1% on the year-to- 
year tally. 


Yr.-to-Yr. % Gain 
Week Ending 


Federal Heserve May May May 


district and city 1 s 15 
UNITED STATES .. rs 6 7 
Boston District 5 4 —3 
New Haven ...... 7 0 9 
6s wees se 3 2 —T7 
Springfield ...... 10 6 6 
Providence ...... 9 § 0 
New York District... r7 4 8 
MOWGFEK ..ccccece 5 r4 10 
BGR  .ccescccse 12 8 9 


The SIAR WEEKLY 


Montreal Advertising Office: University Tower. 


There are 1,202,641 


families 


in the urban centres of Canada. 639,256* of these 
families or 53.15% read the Star Weekly. 


*Issue of September 27, 1947. 


PUBLISHED AT 80 KING STREET WEST, TORONTO, CANADA 


U. S. Representatives: Ward-Griffith Co. Ine, 


DEPARTMENT STORE | 


SALES INDEX 


1935-39 EQUALS 100 


Week to May 15, '48* . p292 
Week to May 8, '48*. .330 


Week to May 1, ’48*. .300 
Week to May 17, ’47*. .273 
Week to May 10, ’47*. .310 
oo eee 285 


pPreliminary. 
*Not adjusted seasonally. 


‘ J 
New York ....... 7 3 q 
Rochester ....... 5 r6 15 
Syracuse .......-. 1 rs 2 


Philadelphia Dist... r2 2 22 
Philadelphia 26 


Cleveland District . 11 
DE eacaseedees 16 11 10 
Cincinnati ....... 10 14 4 
Cleveland ....... 11 7 ) 
Columbus ....... 15 12 13 
DWereGe .cvcevrsess 9 8 10 
Pittsburgh ...... 9 14 10 
Richmond District. .—2 ri 11 
Washington ..... —2 —1 13 
Baltimore ....... —3 6 10 
Atlanta District ... 9% r13 7 
Birmingham ..... 28 38 4 
sy & SS ae —2 6 3 
SE “olwdeucees 4 5 6 
New Orleans .... 5 13 6 
Naeenville .....+:. 14 12 4 
Chicago District ... 8 r5 4 
Cee ace ce he es 6 1 1 
Indianapolis ..... 2 8 —1 
a 15 8 q 
Milwaukee ...... 12 17 8 
St. Louis District... 12 10 3 
BAGte® OGM 26.2% S 9 1 
Louisville ....... 23 19 11 
RR eer 8 5 0 
OS See 16 10 —3 
Minneapolis Dist... * a ® 
Minneapolis ..... ° ° bd 
eS, eee ° e s 
Duluth-Superior . * ° od 
Kansas City Dist... ° r7 10 
BS 6 rowed 5.0 14 7 2 
\ ,. . eee 1 6 1 
Kansas City ..... 12 8 8 
i, SOME des eens 5 8 * 
Oklahoma City .. 11 3 13 
, re eee 15 17 27 
Dallas District .... 14 10 § 
BN a6) b00 09% 1 1 2 
Fort Worth ..... 15 5 3 
eee 38 25 18 
San Antonio ..... 20 17 10 
San Francisco Dist... 5 2 rg 
Los Angeles Area. 6 —l 9 
co eee ° ° 4 
San Francisco ... 3 7 9 
POGRIOME. 660 ckss 6 5 10 
Salt Lake City... * ° bd 
ae 4 3 —l 
r—Revised. 
*Data not available. 
Butler Adds Two 
The Seahorse Press, Pelham, 


N. Y., publisher of Play-A-Bed 
books for children, and Quinn 
Publishing Company, Kingston, 
N. Y., have appointed Butler Ad- 
vertising, New York, to handle 
their advertising. 


ST. PETERSBURG 


A $120,000,000 Market 


The Tampa-St. Petersburg 
metropolitan market had 
retail sales last year total- 
ling $264,073,000. Of thi: 
St. Petersburg accounted 
for $120,577,000, or 45 per 
cent of this two-city mar- 
ket. 

You cannot advertise to 
St. Petersburg by usin: 
outside newspapers. No 
Tampa newspaper has a: 
much as 600 average dail) 
circulation in this city. To 
reach St. Petersburg wit!) 
your advertising messag: 
use the St. Petersbur 
Times which covers 5. 
Petersburg thoroughly. 


ST. PETERSBURG, FLORIDA 
DAILY TIMES SUNDAY 


Represented by 
THEIS & SIMPSON CO., INC. 


V. J. Obenaver, Jr., in Jacksonvil! 
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advertising Age, May 


Permanent CED 
Voted at Meeting: 
Ruml Sets Goals 


New Yorx—Complete endorse- 
ment of the Committee for Eco- 
nomic Development and a vote for 
its continuation as a permanent 
organization came out of CED's 
semi-annual meeting May 20 here. 

Beardsley H. Ruml, chairman, 
R. H. Macy & Co., outlined five 
areas in which he believes a per- 
manent CED might operate: (1) 
defense preparations carried on) 
over a long period of time implies | 
business responsibility to achieve) 
the end without weakening the| 
means; (2) state trading and state | 
interference pose problems in in-| 
ternational trade; (3) how com-| 
petition and technology are to be | 
reconciled, and how bad is big- | 
ness, how good is smallness; (4) 
how to develop under-developed 
countries; (5) how to maintain a 
high level of risk-taking ae $s 

| 


| 
| 
| 


ment in the U. S. 
Must Defend Freedom 


W. Walter Williams, new chair-| 
man of CED (AA, May 24), told | 
the trustees of the appointment of | 
an advisory committee: John D. | 
Biggers, president, Libby-Owens- 
Ford Glass Company; Clarence 
Francis, chairman, General Foods | 
Corporation; John Hancock, part- | 
ner, Lehman Bros.; Fowler Mc- | 
Cormick, chairman, International | 
Harvester Company; Philip D.| 
Reed, chairman, General Electric | 
Company; Raymond Rubicam,|! 
chairman, CED research and pol- | 
icy committee; and Mr. Ruml. 
Paul G. Hoffman, retiring from | 
his CED post because of his duties 
as administrator of the European | 
Cooperation Administration, | 
warned the group that the prob- | 
lems faced in 1948 by American | 
business are much more stringent 
than those of 1942. Then the prob- | 
lem was maintenance of full em- | 
ployment after the war; today it | 
involves defending freedoms. Mr. 
Hoffman warned that if totali- 
tarian rule is imposed on western 
Europe, the U. S. will of necessity | 
become a garrison state, “with | 
guns but no butter, and far more 
importantly, little freedom.” 


Manila Paper Ups Rates 


The Manila Times has increased | 
its advertising rates to $3 daily 
for a column inch, $4.25 Sunday | 
(news section) and $5 Sunday | 
magazine section. 


Glen Raven Appoints 


Glen Raven Knitting Mills, Glen | 
Raven, N. C., has appointed the 
Modern Merchandising Bureau, 
New York, to handle its adver- 
using. 


Texas Gas to N-E 


The Texas Gas Transmission | 
Corporation, Owensboro, Ky., has | 
appointed Newell-Emmett Com- | 
any, New York, to handle its ad- 
vertising. 


QUALITY 
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17 $0. DESPLAINES ST. CHICAGO 6, ILL. 


Promotes Preston Wolf 


Preston W. Wolf, sales promo- 
tion manager, has been named ex- 
ecutive assistant to the vice-presi- 
dent of General Detroit Corpora- 
tion, maker of fire extinguishers 
and allied fire-fighting equipment. 
Mr. Wolf also will retain his sales 
promotion and advertising re- 
sponsibilities. H. J. O’Neill has 


|been appointed field sales man- 


ager 


Admen Elect Fraser 


Graeme Fraser, sales manager 
of Crawley Films Ltd., has been 
elected president of the Adver- 
tising and Sales Club of Ottawa. 
Other officers elected are: Vice- 
president, John M. Garland, John 
M. Garland Son & Co., and secre- 
tary, James Moir, Addressograph- 
Multigraph of Canada. 


eae 


*] ATLANTIC OCEAN 


is the address of the Million Dollar 
Pier in Atlantic City. 


This location which dominates the 
World-famous Boardwalk for 34 of 
a mile is viewed yearly by Millions 
of visitors to the World's Play- 
"ground. 
WRITE TODAY FOR DETAILS 


iy he 8.0. Maxwell Co. Adantic City NS, 
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You can't hold a candle t 
Ceutual blew York 


COMES 


“The Syracuse Market is the ideal place 
for your advertising dollar,” says Eric W. Will, 
vice-president of the world-famous Will & 
Baumer Candle Co., which distributes its can- 
dles around the world. 


“The total value of Syracuse’s manufactured 
products approximates $500,000,000.00 an- 
nually,” he continues, “and the goods of 60 


ily to the economic stability of Syracuse, for 
the city does not depend upon local or na- 


ERIC W. WILL 


Vice-president 


Will & Baumer Candle Co. 


Manufacturers of candles 
used ‘round the world 


This is why the Syracuse market can serve 
you! People in this great Upstate Market 
always have money to spend .. . are not 
hampered by regional depressions . . . nor 


national recessions. 


This proven market assures maximum 
effectiveness to all advertisers and producers 
ee yr ey on of goods. For complete coverage at one low 
cost, the Herald-Journal (daily) . . . and the 
Syracuse Herald-American (Sunday) . . . is 
. but encompasses the world the choice of those who want ample dollar 


return for money invested in Central New York. 


“ All business is local” 


, HERALD “JOURNAL Dovly, ese 


HERALD AMERICAN Sunduy 


Representatives...Moloney, Regan & Schmitt, Inc. 
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Two Increase Ad Rates | tising on CP ranges (boosting the 
Effective with the September Gas Group Plans products of the national manufac- | 


issue, Popular Photography will turers) to the tune of $680,000; 
increase its basic a mong from $4, 440,000 P ush ee regional manufacturers will 
$1,200 to $1,500. Radio News will get $80,000. This means that AGA 
increase its advertising rates from for Gas Cooking gives to national advertisers on 


$700 to $850 per page, effective) wi yor~—The American Gas the basis of 50 cents for éach ad- 


with the September issue. Both) 
ie publiche + by Ziff .. Pub_| Association and its affiliated na-/|Vertising dollar spent, 25 cents per 


lishing Company, Chicago. ‘tional and regional manufacturers | @4vertising dollar for regional 
will spend $4,440,000 in 1948 to | @dvertisers. 


promote automatic gas cooking. AGA and the Gas Appliance 
The expenditure breaks down Manufacturers Association have a 

like this: calculated estimate on the amount 
Manufacturers who are national| Spent by local utilities, dealers, 

|advertisers have pledged expendi- | &t¢.—$2,100,000. 

‘tures of $1,225,000. Regional| Total: $4,440,000. 


_Fri 
| manufacturers have pledged $375,- McCann-Erickson has the AGA 
account. 


Lenhart Opens Own Firm 


| 000. 
' AGA’s budget calls for adver- 
R. L. Lenhart, formerly with 
Erwin, Wasey & Co. and Marsh- 


lalk & Pratt Company, New York 


THE (nly STATION "Pratt Company, New 
/agencies, has establis is own 
THAT COVERS BOTH — firm, Lenhart & Co., in York, Pa. 
HA ES OF THE . | The new company will pre-test 


“vancouver AREA” Mae | advertising, check radio penetra- 


ition and handle merchandising 
leheckups for advertisers and 
agencies. 
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* S40 New advancements are bringing 
/ New needs for your industrial products to make 


REFRACTOR 


They are the backbone of all industrial processing where high heat 
is used. Steel—tin—copper—oil distillation—cement—glass—synthetic 
rubber—power generating—none could be made without refractories. 
And it’s the brick and clay industry that produces refractories. 


The new developments of oxygen firing of furnaces—atomic power 
—jet propulsion—all place new requirements on refractories. 

Here is a basically essential group of industrial plants, growing 
even more important. Sales opportunities exist here for your prod- 
ucts. Why not investigate and learn 
what your market is in this basic 
industry? 


Refractory Industry Must Ex- 
pand to meet increasing demands 
from other industries 
“A PICTURE STORY OF CLAY PRODUCTS” 
tells how you can help. 
Send for your copy today. 


You can sell and serve through the 
world's Leading Clay Journal 


Published by Industrial Publications Inc, the largest publishing’ organization devoted exclusively to building. 


Prentice-Hall has just published Lillian Eichler Watson’s “Stand- 
ard Book of Letter Writing,” her ninth book since her retirement 
after 20 years as one of New York’s top-flight copywriters with 
R&R, Pedlar & Ryan and Biow. . . Work at Campbell-Ewald must 
be nice if you can get it, because 40 people who have been there 
20 years or longer were entertained at dinner at the Detroit Ath- 
letic Club by Pres. Henry T. Ewald May 14. The party. was in 
honor of three—Hester Stiles, Jack Miller and John Terns—who 
have achieved their 30th anniversary with the agency. . . 

An even longer record was celebrated a few weeks ago in Phila- 
delphia, when J. P. H. Johnson, editor of the N. W. Ayer Directory 
of Newspapers and Periodicals, was honored at a dinner marking 
completion of his 50 years with Ayer. Among the 83 members 
of the agency’s Twenty-five Year Club who attended the dinner 
were seven with more than 50 years’ service, five with more than 
45, 15 with more than 35 and 14 with more than 30... 


HARD WORK—These energetic gentlemen shown in front of the pool of the 

Last Frontier resort hotel in Las Vegas are executives with CBS' youngest affili- 

ate, KLAS, Las Vegas. Left to right are: Barney Fitzpatrick, program director; 
Fred Stoye, sales manager, and Dick Goebel, general manager. 


Gayle V. Grubb, mgr. of Station KGO, San Francisco, is con- 
valescing after an operation at Stanford Hospital. .. Virginia Sisk, 
who resigned as ad director of Neiman-Marcus, Dallas, on May 13, 
was married next day to a Dallas physician, Dr. Oran V. Prejean. . 

William T. White, a v.p. and sales mgr. of Wieboldt Stores and 
pres. of the Chicago Federated Advertising Club, has taken on the 
job of general co-chairman of the ’48 Community Fund campaign. 
.. A Mother’s Day arrival was Daniel Scott Filip, son of Gene Filip 
of the public relations dept. at WGN, Chicago. . . 

Tom C. Gooch, publisher of the Dallas Times-Herald, is honorary 
co-chairman with Ted Dealey, publisher of the Dallas News, of the 
Dallas Christian Committee campaign for the United Jewish Ap- 
peal. . . In Portland, Ore., Vernon R. Churchill, prom. mgr. and 
assistant to the publisher of the Journal, has been elected pres. 
of the Portland Symphony Society. . . And Gordon Hertslet of 
Oakleigh R. French & Associates, St. Louis agency, has been 
elected pres. of Campbell House Foundation, which maintains the 
former home of Robert Campbell, fur trader, as a museum of the 
Civil War period. . 
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INCLUDES A BIG-LEAGUE PITCHER—Tom Sullivan, president of Sullivan Pub- 


lications (International Confectioner and others) and Mrs. Sullivan take the 
background in this picture of their king-sized family, which includes son Joe, who 
has been signed as a pitcher for the Phillies. 


Jack Shuttleworth, executive on the D. Van Nostrand and Funk 
& Wagnall’s accounts at J. M. Hickerson, Inc., New York, ha 
started a one-man drive against the use of the word “pree-senta- 
tion.”’” He says the word is “pres-en-ta-tion,’ and that doubter 
may look it up in F&W’s Standard dictionary... 

Henry F. Woulfe, president of the Pepsodent division of Leve 
Brothers, can really say he’s a busy man. He’s been elected 4 
member of the board of trustees of DePaul University, Chicago 
and has been appointed to the city of Chicago’s new non-profit 
corporation which is to construct 2,200 medium rental public hous- 
ing units... 

Eugene Thomas, sales mgr. of WOR, New York, just can’t avoid 
the title of president. When his term as president was up at the New 
York Advertising Club he was nominated for the presidency 0! 
the Sales Executives Club... 

Gordon Hawkins, program and educational director of Westing- 
house Radio Stations, has been reelected for a three-year term as 
a member of the board of trustees of the Junior Town Meeting 
League of America... 

New fathers this month include Alfred Beckman, of the American 
Broadcasting Company, who is raving about a new son, Bruce 
Owen, and George Zachary, producer-director of the “Ford The- 
ater” program on NBC, who has a new little girl. . 
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Raverusing Age, May 31, 1946 


‘Hey Day’ Brings 
Payday for Ru-Ed 
in Mail Pay-Off 


New YorK—A good idea in mail 
order can pull as high as 18-20% 
returns. Seidel Advertising 
Agency knows it can. They did it. 

Seidel’s client is Ru-Ed Fash- 
ions, a company formed seven 
months ago. It had been adver- 
tising to the tune of about $600 a 
month. The company sells only 
by mail order, but is now stepping 


up its spending to the $300,000 | © 


annually bracket. 

Ru-Ed employs an extensive list 
of newspapers and magazines for 
mail order clothing copy, includ- 
ing women’s magazines, romance 
publications and newspaper - dis- 
tributed magazines. 

Then, about a month ago, the 
company produced a magazine of 
its own, called “Hey Day.” The 
content consisted of several stories 
(romantic girl gets man type), 
some photographs of swim suits 
and models taken in Bermuda— 
in which Ru-Ed had tied in with 
Colonial Airlines, and reprinted 
advertisements which had run in 
other media. 

The agency calculates that 
about 100,000 copies of “Hey Day” 
went out, being enclosed with 


each garment mailed. Based on 
a page of coupons, the returns 
have been “phenomenal,” and are | 
in the 18-20% bracket. 

Now, instead of the summer is- | 
sue of “Hey Day,” the agency 
plans to bring out another in July, 
and probably every other month 
thereafter. It is even considering | 
charging a dime for the magazine, | 
based on the first issue’s response. | 


Form Miami Agency | 

Tom Jefferson and Jerry Jack- | 
son have formed an advertising 
and publicity firm, to be known as 
Jackson & Jefferson, in Miami, 
Fla., with temporary offices at 343 
S. W. N. River Dr. Mr. Jefferson, 
for eight years advertising and 
publicity director of Paramount 
theaters in Miami, has resigned 
that position, effective June 1. Mr. 
Jackson operates Graphic Arts in 
Miami. 


Boone Names Dooley 


James L. Dooley, formerly with | 
the Louisville Courier - Journal’s 
Sunday magazine advertising de- | 
partment, has been named an ac- | 
count executive of the Boone Ad- | 
vertising Agency, Louisville. 


Subscriptions 


USINESS MEW 
56,475 
ash in advance 
asl week for 


NATIONS 
BUSINESS 


Lennox Furnace 
Appoints Champion 

E. R. Champion, formerly adver- 
tising and sales promotion manager 
of the Coolerator Company, 
Duluth, Minn., 
has been ap- 
pointed mer- 
chandising man- 
ager of the 
Lennox Furnace 
Company, 
ing his head- 
quarters in Mar- 
shalltown, Ia. 

Mr. Champion 
will be in charge 


E.R. Champion ing and merchan- 
dising promotion 
of the entire Lennox organization. 


Kermish Adds Duties 


Stanley R. Kermish, eastern ad- | 


vertising manager of Hoffman- 
Harris Publications, New York, 
has been named advertising di- 
rector of 
the company’s new monthly trade 
publication for dealers selling 
home and industrial accessories. 


mak- | 


of advertis-| 


“Building. Specialties,” | 


Joins Export Agency 


John H. Kunkel, formerly east- 


To Schwimmer & Scott 


Schwimmer & Scott, Chicago, 


|ern manager of Petroleo and Cali-| has been named to direct the ad- 
fornia Oil World, has been named | vertising of Martin’s Sheranova, a 


an account executive of Interna- 


| tional Advertisers, New York, ex- | Hamburger 


|port advertising agency. 


| wine prepared and bottled for the 
Company, Chicago. 
| Magazines will be used. 


Increases Circulation 


U. S. News & World Report has 
increased its guaranteed circula- 
tion from 300,000 to 350,000 net 
paid. There will be no increase in 
advertising rates for the remain- 
der of this year. 


| 


FROM: | 


REPLY Dus 


selling job 


Vv MORE EFFICIENTLY 
V LESS EXPENSIVELY 


and figures. 


REPLY-0 LETTERS will do your 


TO SAVE YOU TIME, send along the 


following information when you request 
samples: Frequency of mailings, average 
size of mailings, type of list. This infor- 
mation will enable us to answer your initial 
letter with helpful, understandable facts 


66 | * (| ‘ : » 
said ‘yes ! 
“Yes, I find GOOD HOUSEKEEPING the most useful,” said brides- 
to-be and newly-marrieds, They find it more useful than any other 


magazine. (For proof—see below) 


66 | ° (| . : - 
said ‘yes ! 
“Yes, I spend more time with GOOD HOUSEKEEPING.” Young 


Misses and Young Mrs. spend more hours with each issue of this 
magazine than with any other that carries national advertising. 


(The proof is below) 


/ ° d 6 ’ \” 
said ‘yes ! 
“Yes, I read GOOD HOUSEKEEPING regularly!”’ More engaged 


girls, brides and young-marrieds read it regularly than read any 
other women’s service magazine. (See proof below) 


Yes 


Yes! 


packaged goods than any other! 


P.S. To Advertisers and Agencies. A copy of Elmo Roper’s 
new study, “Young Women and Magazines,” is available for your 
inspection. See your GOOD HOUSEKEEPING representative. 


co O8 4 Rfunp o 


/ Each new generation of brides and young- 
e marrieds put their faith in GOOD HOUSE- 
KEEPING. They know, just as their parents did, that they can 
count on GOOD HOUSEKEEPING to give them authentic help in 
solving the problems of homemaking. 
bit of information—editorial or advertising—must withstand the 


GOOD HOUSEKEEPING sells goods. And 
it sells to brides-to-be, newly-marrieds and 
young-marrieds—the market that buys more home goods and 


Proof from new Elmo Roper Study 


Of 10,274 young women interviewed, more 
newlyweds, brides-to-be and young-marrieds 
named GOOD HOUSEKEEPING as the wo- 
men’s service magazine (1) they read most 
regularly, (2) they find the most useful. (3) Of 
all magazines, they spend more time with only 
one other—and that is Reader’s Digest. 


F Generic’ by > We give this seal to no one— 
Good Bousehnoy: the product that has it earns it. 


For they know that every 
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You Ought to Know. ey 


Arthur G. Newmyer 


ei ai i i i a i i i i i i i a i i 


Arthur G. Newmyer, formerly 
one of the nation’s leading news- 
paper executives, now rates as a 
topnotch public relations prac- 
titioner in the nation’s capital—a 
city where pub- 
lic relations is a 
major industry. 

His organiza- 
tion — Arthur 
Newmyer & As- 
sociates — though 
less than six 
years old, num- 
bers among its’ 
clients such dis- 
cerning firms as 
Standard Oil 
(New Jersey), 
Ford Motor Company, a large 
group of motion picture exhibi- 
tors, Earl Newsom, and others. 

Mr. Newmyer specializes in in- 
terpreting Washington to the 
client, and enabling the client to 
interpret himself to Washington. 

His object is to help the client 
protect himself from the kind of 


Arthur Newmyer 


“trial by propaganda,” which re- 
sults when a powerful govern- 
ment bureau or Congressional 
committee suspects the integrity 
or the motives of a business or- 
ganization. 

Mr. Newmyer’s daily reporting 
service keeps the client aware of 
all Washington developments 
which might be taken into con- 
\sideration in making policy de- 
|cisions. In- addition, he offers ad- 
| vice on government, industry, 
|llabor, and press-radio relations, 
|and assists the client in getting his 
story to key Congressional, press- 
radio and administrative person- 
nel—the so-called “molders of 
opinion.” 

Mr. Newmyer regards himself 
as his clients’ “eyes and ears.” 
Though he assists the client in 
reaching influential persons 
through appointments, press state- 
ments and similar techniques, he 
| refuses to perform the functions 
commonly known as “lobbying.” 

Mr. Newmyer considers himself 


PRINTLN 


: Van Buren 
8790 


- ++ for | = provides 


the “know how” to assist you in organizing 


your art and copy . . . determining your 


method of printing . . . producing your 


work economically and quickly. Publications, 


catalogs, booklets, direct mail from black and 


white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


XCELLO PRESS 1.-. 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


a “catalyst” bringing together men 
of good will from business and 
government. Though he recog- 
nizes the role of the lobbyist, Mr. 
Newmyer is firm in the belief that 
the most effective Washington 
public relations are found in a 
“front door” approach which en- 
ables the client to be, and to be 
known as, a good citizen. 

“It is obvious,” he tells his cli- 
ents, “that the economic and social 
welfare of the nation requires 


Standing between executives of 
business and the agencies of gov- 
ernment which have an admin- 
istrative interest in what business 
is doing. 

Mr. Newmyer entered newspa- 
per advertising just after the turn 


advertising was still in knee- 
britches, At 20 he was taken from 
the newsdesk to become advertis- 
ing manager cf the Washington 
Times because he had the initia- 
tive to prepare advertising copy 
and go out and sell some ads, 
while other staff members sat be- 
hind their desks, waiting for the 
ads to come in. 

In half a dozen years he was 
national advertising manager of 
the entire Munsey chain, extend- 
ing from Boston through New 
York, Philadelphia, and Baltimore 
to Washington. In 1910 he left 
Munsey for a stake in the New 
Orleans Item at $50 a week plus 
room and a percentage of new 
business. His first year’s pay, in- 
cluding bonus, totaled $18,000. 

During 23 years with the Item, 
Mr. Newmyer was twice president 
of the Southern Newspaper Pub- 
lishers Association. His skillful 
business management, and the pa- 
per’s courageous editorial policies, 
including its stern opposition to 
Huey Long, attracted national at- 
tention, and won Pulitzer prize 
recognition. 

Eventually, it brought an irre- 
sistable offer from William Ran- 
dolph Hearst, and—with an iron- 
clad contract in his pocket—Mr. 
Newmyer returned to Washington 
in 1933 as publisher of the Times. 
His remarkable success in adding 
3,000,000 lines of advertising to 
the Times in two years brought 
additional responsibility, until a 
few years later he was assistant 
general manager of Hearst News- 
papers, and “troubleshooter” plug- 
ging the leaks in the Hearst chain 
at Baltimore, Atlanta, New York, 
Boston and Pittsburgh. 

One of his last acts in his news- 
paper career, during the reorgan- 
ization of the Hearst chain, was 
the merger of the Times and the 
Herald, giving the Times-Herald, 
under “Cissy” Patterson, “round- 
the-clock” circulation domination. 

Mr. Newmyer broke into Wash- 
ington public relations just before 
the war, as a representative for a 
group of independent theater ex- 
hibitors. His clients were prime 
movers in the war activities com- 
mittee of the motion picture in- 
dustry, the unit which enabled 
theaters to become a local rally- 
ing point for bond sales and other 
patriotic endeavors. 

His personal contribution as an 


lations problems during the war 


retary of the Navy John L. Sulli- 
van presented him with the Navy 


|Distinguished Public Service 


Award at a special ceremony. 
One of the earliest assignments 
for Arthur Newmyer & Associates 
was a special job for Standard Oil 
(New Jersey). In completing this 
assignment, Mr. Newmyer came to 
appreciate the role of Washington 
as “the climate-maker” of public 
opinion, a role which would con- 


in the White House. 
He became convinced that the 


public thinks of large business not 
only in terms of their products, 
| but also in terms of public service 
. . and that many of the impres- 


better liaison and better under- 


of the century, when newspaper | 


adviser and lecturer on public re- | 


was recognized April 2, when Sec- | 


tinue, regardless of who might be 


| sions were forged and hammered 
out in Washington. 

His advice to his clients is that 
business men must spend more 
| time finding out what people think 
|about them,—more time in being 
sure that their companies are 
“good citizens,” and more time 
seeing that the public knows they 
are “good citizens.” 

“If business takes the trouble 
to keep informed on what Wash- 
ington is thinking, it will enable 
business to keep its policies and 
actions adjusted to the national 
| interest,” Mr. Newmyer explains. 
\“Then business will be a ‘good 
| citizen,’ and that’s the first step in 
| good public relations.” 

Though the staff of 23 covers 
1,100 “points of contact” between 
business and government, and 
provides each client daily with in- 
dividually prepared reports, Mr. 
Newmyer sees another public re- 
lations opportunity in Washing- 
ton. 

He senses Washington as a 
“sounding board” which can blast 
the most serene public relations 
over night. But he also senses it 
as a “sounding board” which, 
properly used, can enhance repu- 
tations. 

In the 10 square miles of Wash- 
ington area he finds congregated 
3,500 “opinion and policy makers” 
whom he tags “the nation’s No. 1 
market for ideas.” He declares, 
“They are the people that busi- 
ness has to sell, for what they 
think, say, write and do can influ- 
ence opinion and the very lives of 
all of us. 
which can make or break business 
—and they can help create a 
friendly—or hostile—attitude on 
the part of the American people.” 

While a client would face pro- 
hibitive costs in bringing its pub- 
lic relations story face to face 


500 “opinion makers” are easily 
and economically accessible, Mr. 
Newmyer says. 

He has them indexed and cross- 
indexed, by hobbies, preferences 
and vital statistics: congressmen, 
administrators, press-radio cor- 
respondents and the second and 
third echelons of lesser known 
experts and advisers. The more 
important ones are visited person- 
ally. All receive copies of signifi- 
cant speeches and policy state- 
ments by Newmyer clients. Ac- 
knowledgments from each mail- 
ing frequently number hundreds. 

Under his policy of bringing 
clients and key “opinion makers” 
face to face, 


for board members and key ex- 


the past four years. 


They can pass laws)! 


Advertising Age, May 31, 19-8 


distribution of company policy 
statements paid off handsomely ‘yn 
the case of another client, who 
had decided to cut the price of h's 
product. Shrewdly timed to the 
Washington “climate,” the an- 
nouncement brought a telegram of 
congratulations from the Presi- 
dent, and got first-page position 
in 93% of the press. Later when 
events forced the client to raise 
prices, editorial comment gener- 
ally ran, “Too bad; the company 
certainly tried to hold the line.” 

In giving up quiet semi-retire- 
ment on his farm near Annapolis 
to build this new business, Mr. 
Newmyer was strongly moved by 
a desire to create something for 
his two sons then in service. Ar- 
thur Jr. and James are now im- 
portant members of the 23-man 
staff. Other key members are 
Charles A. Jones, former secre- 
tary of the RFC and general man- 
ager of the Home Owners Loan 
Corporation; Richard Borwick, 
former financial writer for the 
New York Times and other peri- 
odicals, and former director of 
publicity for the Philadelphia 
Record; Robert S. Cramer, former 
Washington newspaper man and 
State Department Latin American 
expert; Anthony Hyde, former di- 
rector of public relations of the 
Committee for Economic Develop- 
ment, more recently Deputy Di- 
rector of War Mobilization and 
Reconversion. 

This job of helping business to 
be “a better citizen” and helping 
the government to recognize busi- 
ness as a “good citizen” is some- 
thing worth building for his boys, 
Mr. Newmyer says. And his daily 
news report from “Inside Wash- 
ington” leaves him some of the 


with 145,000,000 persons, these 3,- | 


Mr. Newmyer has| 
arranged more than 350 meetings | 


ecutives of one of his clients in| 


His insistence on Washington | 


flavor of newspaper days. Each 
day as the reports come in from 
| the men at the hearings or at press 
conferences, Arthur Newmyer is 
'a “managing editor” getting out 
|the special delivery and teletype 
|messages which present facts for 
what they are, enabling the client 
to make intelligent, considered 
decisions. 
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ved by DOLLED UP—Shell Oil Co.'s service 

ing for stations are being refurbished with 

e. Ar- newly-designed trademark decals for 

Ww im- the pumps and Plexiglass Shell and 

23-man Shellubrication signs on the buildings. 

rs are 

secre- 7 G-E Ups McNairy, Lynge 

1 man- 

; Loan § and Names 8 Others 

orwick, J. W. McNairy, manager of the 

or the engineering and planning division 

r peri- | of the appliance and merchandise 

tor of department of the General Elec- 

lel hi tric Company, Bridgeport, Conn., 
Pa @ has been appointed manager of 

former §} engineering and ‘ manufacturing 

in and § for the appliance and merchan- 

nerican dise department. Carl M. Lynge, 

ner di- former manager of manufacturing 

of the of the appliance and merchandise 

2velop- § department, has been named man- 

ty Di- ager of employe and community 

m and relations for that department and 

the newly formed construction 
materials department. Other ap- 

ness to § pointments are: 

1elping A. M. Sweeney, general sales 

e busi- manager; Charles W. Theleen, 
some- manager of sales; George B. Park, 

s boys, advertising manager; Arthur L. 

s daily Scaife, manager of merchandise; 
Wash- § Albert J. Brock, manager of sales 
f th services; Dorcey F. Hines, man- 

of the § ager of special accounts; George 
Each § £. Mullin Jr., sales manager, and 

1 from § George D. Kobick, manager of 

t press apartment house sales. 

yer is —__—_—_—_——— 

ig out § Starts Checking Bureau 

eletype George Fine, head of Market 

cts for # Research Service, New York, has 

client # announced formation of an affil- 

sidered iate company, Transit Advertis- 


ing Research & Checking Bureau, 
at 505 5th Ave. Field work will 
be done by MRS’ personnel in 940 
cities. Advertisers will be offered 
a car-card checking service on a 
cost-per-vehicle basis. 


Multigraphing 
Mimeographing 
Mailing 


By G. D. 


The talk of Major George L. 
Berry, president of the Interna- 
tional Printing Presgmen’s and 
Assistants Union of North Amer- 


Labor and the Public Interest 


Major Berry Strikes a New Note in Discussing Union Policies 


Crain Jr. 


| it seems to work. 


Another unusual viewpoint that 
this great organization endorses is 
technical advancement of the in- 


ica, at the magazine forum in dustry. While some labor leaders 


New York, April 28, was reported |appear to be fearful of improve- 
in the May 3 issue of ADVERTISING | 


AcE. It was so interesting and pre- 


ments in methods, which might re- | 


duce the number of hours worked 
sented such a constructive view- | 


—in the face of experience which 


point on labor-management rela- | shows that more and better work | 
tions that it deserves even more |at less cost broadens an industry’s | 


emphasis than was given to it at | 
that time. 

Advertisers, publishers and| 
others who have been struggling | 
with the somewhat antagonistic 
leadership of certain other labor 
organizations in the graphic arts 
field found the viewpoint of this 
union head decidedly refreshing in 
his concept of both of the partner- 
ship of workers and management 
and their joint responsibility to 
the public. 

Many labor union executives 
seem to think that their battles 
with employers are a private fight, | 
and that no one else should be | 


‘for employment — the pressmen’s | 


market and expands opportunities | 
union conducts its own trade | 
school for the purpose of develop- 
ing better methods by means of 
which to improve quality, increase 
output and reduce costs. 

“We have brought into exist- 
ence,” he told the publishers, “the 
largest technical school in print- 
ing in the world, and the only one 
operated by a trade union. We 
have adopted an educational sys- 
tem for the development of tal- 
ents of our apprentices who will 
in the tomorrows be the journey- 
men printers of America. Corre- 


interested. Major Berry, on the|spondence courses, examinations 
other hand, believes that the pub- ‘and certifications are a part of the 
lic interest should be considered ‘life of this system of education, 
hea, or a yr a een gu ‘seeking to develop pond — 
abor affairs, an a ere 1S a|manship to the end that better 
a Ory powwaend which both |printing and more printing may | 
sides shou recognize. | ensue. 
“Industry in an atmosphere of | “We likewise operate an engi- | 
aan! peng gal 7 os “Is |neering department for magazines | 
made up o ree distinct human | and printed matter with a view 
units which are inseparable, name- ‘to finding the defects and offering | 
ly, investor, management and la- | the remedies and thus again seek- | 
— oe ae withdraw he ing to promote oe — and | 
estroy the industry upon which |more printing for our customers, 
we rely for our economic progress | the public.” 
and for the maintenance of an or- | Major Berry has_ successfully 
derly and ae praustry— | conducted the affairs of the print- | 
responsive not only to the ambl- ing pressmen’s union for many 
tions and aspirations of those en- years. He may not be regarded 
a in Sante - Pom or ‘by other union heads as typical, | 
public, . . fhe industry must be |since he is also a business man | 
preserved in the interests of all, and therefore knows: and under- | 
including the public.” ,. Stands the viewpoints and prob- | 
The head of the pressmen’s|jems of business management. | 
union is opposed to strikes as a | But the members of his union have | 
means of settling disputes, again | profited from his policies, just as | 
with the public interest in mind. | }aye management and the public. | 


| placed insertions in others for the 
| first time.” 

Ward R. Cropley, classified ad- 
| vertising manager of the Kenosha 


Claims $400,000 the K 
of New Linage —iinany’ small and medium-sized 


Curcaco—More than $400,000 of towns are overlooking consider- 
additional linage has been pro- | able revenue by failing to train 
duced in Illinois newspapers as a| their classified advertising sales- 


result of the Annual Consumer men to sell evened white space and 
Analysis published by the Illinois | ™0re headings with heavier type 


Consumer Study 


Daily Newspaper Markets, Sevina~ | faces. 
field, Paul L. Gorham, general | 
manager, said last week. Gets Cigar Account 


Addressing publishers and ad-| The Puerto Rico Agricultural 
vertising managers at the spring) Company has appointed Cecil & 
meeting of the Inland Daily Press| Presbrey, New York, to handle 
Association here, Mr. Gorham said | advertising for El Praco cigars. 
that since April 15 trained inter-| The account was previously han- 
viewers have visited 13,000 homes | na by Lynn Baker, Inc., New 
and 1,291 stores in 40 cities to get | ~"™ 
information on brand preferences | 
and merchandise distribution for | 


| 
} 


the 1948 issue of the Consumer | 


| 


Analysis, which will be available 


PREMIUMS 


Sept. 1. Self liquidating and give-aways. 

He said that as a result of last | | Children’s premiums created to fit your product. 
year’s study the Coca-Cola Com- 
pany “has doubled its schedules | WALROB 


in many newspapers and has 1525 E, 53RD ST. CHICAGO 15, ILL 


YOU MIGHT RACE AN AUTO 
AT 403 MPH*— 


BUT- 
YOU COULDNT SMASH 


“We have adopted and have had | perhaps other union members will 
in operation for more than 40 | yjtimately see the advantages of | 


years,” he explained, “a system of |this type of wise and moderate | 
arbitration to act as the last resort ‘leadership. 
in the event of our inability to| [ast week President Berry and| 
agree, or the inability of manage- Harry V. Duffy, chairman of the | 
ment to agree with us upon 4/ printing Industry of America’s 


AROUND WESTERN MICHIGAN! 


SUPerior 8154 


problem that affects our industry. 
It has proved to be the antidote 
for wastefulness growing out of 
industrial warfare.” 

There is no emphasis here on 
the right to strike, but rather on 
the waste and loss to all concerned 


|'union employers section, .an- 


nounced a five-year agreement 
against strikes or lockouts, which 
will be incorporated in most con- 
tracts between the union and em- 
ployers. All disputes will be de- 
cided by arbitration. 


pTHE DAY YOU WANT IT— | 


8 W. Ontario, Chicago 10, iMinois 


\ — THE WAY YOU WANT ITI ( 


which results from strikes. Arbi- 
tration is a reasonable alternative 
to shut-downs and idleness, and 
in the case of Major Berry’s union, 


Buchen Company Shifts 
McDonald and Morgan 


John M. McDonald, formerly 


on THE 


stand. What a buy! 


atl! SPORT is delivering 
over 550,000 . . . and sales are 
increasing monthly. And you know SPORT 


gets read because circulation is 95% news- 


treasurer, has been elected vice- 
| president of Buchen Company, 


| 


| 
| 


J. M. McDonald Leon Morgan 


Leon Morgan, vice-| 


president, has been named treas- 
urer of the agency. Both men are 
account executives of the com- 
pany. Mr. McDonald joined 
Buchen in 1923 and Mr. Morgan 
in 1937. 


Joins Melamed-Hobbs 


Ven C. Soash, formerly adver- 
tising director of the Minnesota 
Federal Savings & Loan Associa- 
tion, has joined the St. Paul 5g 


Chicago. 


of Melamed-Hobbs. 


No matter how much power you use from outside Western 
Michigan, you won't really reach this rich area. Why? Be- 
_eause the district is surrounded by a wall of fading that outside 
stations just can’t penetrate with any degree of dependability. 
By using WKZO in Kalamazoo and WJEF in Grand Rapids, 
you'll get your message across to more people in Western 


Michigan than any other station or combination of stations in 


the area can reach. The figures from the latest Hooper report 


prove it. 


Mondays through Fridays, from 12:00 Noon to 6:00 p.m., for 
instance, WKZO shows a 55.2 Share of Audience—36.5 above 
its best competition. WJEF shows 26.7—4.5 above its best com- 
petition. The combination is invincible, and at bargain rates. 


(Hooper Report of Jan.-Feb., 1948). 


For further facts and figures, write us, or ask Avery-Knodel, Ine. 


*John R. Cobb was timed at 403.135 m.p.h. in a run at Bonneville, Utah, 


September 16, 1947. 


WK2Z0 


| 2 iw KALAMAZOO 
and GREATER WESTERN MICHIGAN 


ces 


BOTH OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


AVERY-KNODEL, INC., Exclusive National Representatives 
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From bank robber 
to world tyrant! What's the truth 
about Stalin? How did he really rise to 
power? Is he actually a menace to civili- 
zation ...to our future? Read his life 
story, based on 14 years of on-the-spot 
observation by Louis Fischer. In the new 
issue of LOOK, now on sale. 


PURPOSE* 


Where is her son? Ten thousand 
GI's have vanished without trace. The 


Army searches for them unendingly, 
spurred on by heart-breaking letters 
from mothers, wives, sweethearts, asking 
“Where is he?” Read “The Mystery of the 
Missing GI’s” . . . in the new issue of Loox, 
now on sale! 


Rebirth of a best seller. 


Last January, Dr. Liebman’s “Peace of Mind” 
had dropped from No. 1 best-seller to No. 5. 
Then Look featured it ... and it went back to 
first! Its publishers write: “LooK’s 15,650,000 
readers have had a highly beneficial influ- 
ence on sales.” It is now “hitting a pace 
actually faster than the original sale!” 


Gardner Cowles, Editor 


*PEOPLE {*PURPOSE | *POWER 
. ! 
15,650,000 regular Authoritative reports 1,956 readers per ad 
readers ...the second I on America’s problems l dollar ... more readers 
largest total audience --- edited for both men I per dollar than any 
in America today... I and women ...in every other major magazine 
America’s fastest-grow- I issue of America’s I ... higher advertising 
ing major magazine. family magazine. : visibility than any 
I 1 weekly magazine. 


NOW! MORE THAN 2,900,000 CIRCULATION 


Look. .-on sale every 
other Tuesday ... Get 
the new issue at your 


newsstand now! 
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OTOGRAPHIC REVIE 
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RECEIVES AWARD—Graham Davis, second from left, president of the Ameri- 
can Hospital Association, presents a special award to Charles G. Mortimer Jr., 
chairman of the Advertising Council and vice-president of General Foods, for 
the council's support of the student nurse recruitment program. Left to right 
are: George Bugbee, executive director, American Hospital Association; Mr. 
Davis; Mr. Mortimer; Anson C. Lowitz, vice-president, J. Walter Thompson Co., 
volunteer agency for the campaign, and T. S. Repplier, president of the council. 


PRESIDENTS—John H. Mitchell (left), Mitchell, McCandless & Klaus, Cleveland, 

new president of the National Association of Transportation Advertising, talks 

with George F. Weber (right), Milwaukee Transportation Advertising, retiring 

president of NATA. In the center is Guy Hecker, executive manager, American 
Transit Association. 


\ Rainbew of Color! 
A Rieh Range of Tone! 


ONLY 20 TIES—J. Barret Scarborough, 

ublisher of the American Magazine, ~ . 
~ an interest in the ties worn by wa- Tet Se 1 Aes 7 ‘ 
ter ski champion Nance Stilley. The = Soe. A, Se SS 
suit she models is made of 20 neckties 7 
designed by American editors to illus- 
trate a June article reporting the many 
uses to which women now are putting 

men's ties. 


et nied 


RADIO RAINBOW—Six popular “decorator's colors” in its Mighty Mite line 

will be announced by the Arvin division of Noblitt-Sparks Industries, Columbus, 

Ind., in the July issue of House & Garden and subsequent insertions in other 

magazines on the Arvin schedule. gp Williams & Cleary, Chicago, handles 
the account. 


YES, MR. WEST?—Listening intently to Paul West, president, Association of 

National Advertisers (right) are (lett to right) Wesley Loomis, Loomis Adver- 

tising Company, St. Louis; H. H. Fawcett, Fawcett Co. (and president of the 

San Diego Advertising Club), and LeMoyne Page, Transportation Displays, 

New York, and secretary of NATA. The group was photographed at a session 
during NATA's annual meeting. 


4 -@ « agg 


a 
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RESEARCHERS—Well known to the research business are Philip J. Everest, 

managing director, National Association of Transportation Advertising; Alfred 

Politz, research consultant; C. H. Murphey, Chicago Car Advertising Co., 

chairman of NATA's research committee; A. W. pe og managing director, 

Advertising Research Foundation, = _ A. Kenyon, chairman, Kenyon & 
Eckhardt. 


BORDEN PARTY—On hand for a luncheon marking the debut of the Borden Co.'s pre-baseball game telecasts in New York 
were (left to right): Walter T. Fitzpatrick, Borden's vice-president in charge of sales; Edwin Cox, senior vice-president, Ken- 


yon & Eckhardt; Al Schacht, star of the show; Leonard Erikson, radio vice-president, K&E; Harry Welch, director of coffee 
advertising, Borden; Jack Green, NBC television, and Stuart Peabody, director of advertising, Borden Co. 


E i 


‘LULU'S' TO THE LADIES—Winners of the Los Angeles Advertising Women's Club second annual Frances Holmes achieve- 
ment awards competition were these nine women who received gold statuettes, the adwomen's counterpart of the movies’ 
Oscars. The awards were won by those whose work in each classification was judged the best among entries submitted by ad- 
vertising women in southern California. The winners are (left to right): Josephine Hollabaugh, Los Angeles Newspaper Pub- 


BOX MAKES DISPLAY—Something new for the bubble gum set is Tatoo, 

product of Topps Chewing Gum, Inc., Brooklyn, which offers a transfer 

Picture on each wrapper and also produces bubbles in six colors. The round 

ted and green box for retailers = - ce cover which makes a counter 
isplay. 


lishers Association, best market analysis and research; Corris Guy, Helms Bakeries, television; Annette Honeywell, artist, best 
art; Jeanne Gray, KMPC, grand award, the Frances Holmes Trophy; Charlotte De Armond, American Wine Co., direct mail; 
Jerry Ohlhoff, Abbott Kimball, production; Joy Garrison Berghell, R. W. Webster Advertising Co., complete campaign; Mar- 
got Mallary, J. Walter Thompson Co., best copy; Mary E. Buchanan, Union Pacific Railroad, publicity. 
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RCA Victor to Launch 
Dealer Tie-In Drive 


To facilitate dealer tie-in with | change without notice and that 
national ads of its radios, Victrola | 
combinations | 
and television receivers, RCA Vic- 


radio - phonograph 


tor will include suggested eastern 
retail prices in all national con- 
sumer magazine ads, beginning 
with the full-page, four-color 
ads on portable radios sched- 


uled for the June 14 Life, and 
issues of Collier’s and 


June 19 


“AVENUE 
FOR 
ADVERTISING" 


Chicago's suddenly “perked-up" advertis- 
ing market demands trained advertising 
Fisting ve immediately. May we advise 
ing your background with A. D. Castle 
our very earliest convenience? im- 
on late openings are in the following 
classifications: 


Account Tech. Writers 
arereers Revamp Artists 
Ibustrators Ady. ~ 
Layout Artists Researc 
Production Mgrs. Television 


Trainees in all fields 
AVENUE EMPLOYMENT COUNSELORS 
55 E. Washington St. AND. 1490 


| products, 


WANTED 
AGENCY ASSOCIATE 


Opportunity to become associate 
head of strong, medium-size agency 
in central U. S. Present head of 
this agency is carrying heavier 
load than he desires. Before long 
he wishes to shift substantial re- 
sponsibility to younger shoulders. 


This is one of those “once in a 
lifetime’ opportunities but 
only for a man who can measure 
up to VERY EXACTING RE- 


QUIREMENTS and most thorough 
investigation. Requirements in- 
clude: Must have outstanding 
agency record, including proven 
ability to handle major responsi- 
bilities. Ability to develop new 
business, hold old business, write 
copy, supervise various agency de- 
partments, and the all round 
“know how” that goes with agency 
management in medium-size setup. 
Personal habits and financial re- 
sponsibility equally important. This 
is no job for the man just looking 
for a title and some easy money. 
It is a HARD job, one that will 
take long hougs,~ aggressiveness, 
sincere desire ‘to go places. But if 
you are the RIGHT man and 
prove it, you can be set for life in 
one of the sweetest agency proposi- 
tions you have ever seen. This 
agency has long, established record 
for fine work on widely diversified 
medium and small accounts. Very 
firmly established, well-staffed. 
Only those who can meet above re- 
quirements in EVERY respect will 
be considered. Personal interview 


will be arranged. All replies in 
strictest confidence. Write giving 
full history, agency record in de- 
tail, positions held, accounts han- 
died, past and present earnings, 
references, age, religion, full per- 


sonal background, and snapshot. 


Box 7079, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ili. 


The Saturday Evening Post. Each | 
ad will carry a copy block advis- | 


ing that all prices are subject to | 


western prices are slightly higher. 


Rayve to Needham; | 


JWT Gets Hedy Wave 


Advertising of Rayve Creme 


shampoo, recently acquired by 
Lever Brothers Company and 
turned over to Pepsodent division, 


| which administers all Lever drug | 
has been placed with | 


|Needham, Louis & Brorby, Chi- 
|cago, which also handles Pepso- 


‘dent tooth powder advertising. 


A companion product, Hedy 
home permanent wave, has been 
placed with the Chicago office of 
J. Walter Thompson Company. 


|Rayve and Hedy were acquired 


from Standard Laboratories. 


NATA Elects Officers 


The National Association of 
Transportation Advertising at its 
annual meeting elected John H. 
Mitchell, Mitchell, McCandless & 
Klaus, Cleveland, president; John 
K. Jayne, Transit Advertisers, 
New York, vice-president; S. Le 
Moyne Page, Transportation Dis- 
plays, New York, secretary; Otto 
J. Griesar, NATA, New York, 
treasurer, and reelected Philip J. 
Everest managing director. 


ADVERTISING 
COPYWRITER 


WITH SEVERAL YEARS EXPERIENCE 
CREATING AND WRITING TRADE 
PAPER ADVERTISEMENTS, DIRECT- 
MAIL AND TECHNICAL LITERA- 
TURE. GOOD OPPORTUNITY WITH 
A GROWING INDUSTRIAL MANU- 
FACTURER IN DETROIT. WRITE 
GIVING FULL DETAILS OF BACK- 
GROUND, AGE, EXPERIENCE, AND 
SALARY DESIRED. 


Box 7078, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


ADVERTISING SALES 
REPRESENTATIVE 


For Chicago office of leading news- 
magazine. Should have a minimum of 
five years’ successful magazine adver- 
tising sales experience, preferably in 
the newsmagazine field. Opportunity 
to associate with a first rate organi- 
zation, at an excellent starting salary 
and in a position which can lead to 
managerial responsibilities in a year 
or two. Position requires some travel 
in Chicago territory. Members of our 
staff know of this ad. Please write 
Box 7077, ADVERTISING AGE, 330 W. 
42nd St., New York 18, N. Y. 


- 


and 
salary 


of Sciences and Arts, 
of Washington, Pullman, Wash. 


Good Men Are 
EMPLOYERS 
Service Bureau 
FINDS THEM! 


@ CREATIVE—Copywriters, 
industrial, all media: $3,600 to $15,000 
Artists, Lllustrators, Art Directors: $4,000 
to $18,000. Proven radio personnel: $4.500 
to $25,000. Many available throughout U.S. 
All applicants’ references carefully investi- 
gated. 


consumer and 


EMPLOYERS Service Bureau 


A Superior Personnel Service for Discriminating Employers 


33 W. Washington Street, Chicago 2, Illinois 


Hard To Find... 


@ EXECUTIVES—Several 
executives billing in seven figures. lso 
medium and small agency men of established 
ability. Space and time salesmen. Pub 
licity, promotion managers, market research 
analysts. All applicants’ references carefully 
investigated. Resumes, confidential details 
available to qualified employers. 


leading account 


FiNancial 1155 


TWO PROFIT-MAKING 
MAGAZINES FOR SALE 


Here's an excellent opportunity for some- 
one interested in the juvenile publication 
field—one magazine for boys and one for 
girls. 

These are two ten ey 
magazines. Both members of 


Reason for selling — publishers’ doctor's 
orders. 

Sale price based on net earnings over 
past oe years. May be purchased with 
moderate down payment and balance 
from earnings—or cash sale if desired. 
Purchaser must be a responsible indi- 
vidual or organization. Replies held 
strictly confidential. 

Box 7068, ADVERTISING AGE 

100 E. Ohio Street, Chicago I!, Illinois 


ye ble 


SALES DIRECTOR 


midwestern manufacturer needs a 
product sales Sater, as ualify for this 
position you must have sales experience 
and a thorough Ae of composing 
room operations. Please reply in full. 


Box 7073, ADVERTISING AGE 
100 East Ohio Street, Chicago I!, Illinois 


Leadin 


Small Agency has opening for a man 
with accounts. Chance to write his 
own ticket and to make for himself 
whatever place he wishes. Write fully 


in confidence. 


Box 7066, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


| rights 


_ HELP WANTED 


POSITIONS WANTED _ 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
185 N. Wabash. Fra, 0115, Chicago 


| Position open as Director of Student 
| Publications and Assistant Profes- 
sor 


of Journalism. Eleven months 
basis, three-quarters supervision 
one-quarter teaching. Initial 
$4,500, beginning September 
1. Address C. C. Todd, Dean, College 
State College 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 


GEORGE WILLIAMS CO.—Personnel 


200 8. State St., Har. 2063, Chicago — 


SALESMAN. Leading national con- 
struction business paper needs ad- 
vertising salesman. Outstanding op- 
portunity. State experience, back- 
ground and salary desired. 

Box 9599, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING MAN 
A long established publisher of 
self improvement books and courses 
needs an Advertising Manager, not 
too old nor too young. Must be well 
grounded in selling by mail. Please 
reply in strict confidence stating 
past experience, other data and sal- 
ary to start. This position is per- 
manent and an opportunity above 

the average. 
Box 9598, ADVERTISING AGE 
100 E. Ohio St., C hicago 11, Ill. 


Serving Both Employer & Employee 


Advtg—Sales Prom. Megr...... $8,000 
Assistant Account Exec....... $4.200 
Industrial Copywriters ....... $5,000 


Jr. Copy-Engineering Deg. 
Layout Artists 
SHAY AGENCIES - 

30 W. Washington Central 9800 
EXPERIENCED ARTIST 
Wanted immediately by small Ohio 
city agency. Must be able to create 
smart modern layouts, lettering, and 
finished art. Only experienced, top 
quality and reliable man considered. 
Attractive salary (open) and future. 
Box 9600, ADVERTISING AGE 
100 E. Ohio Bt. Chicago 11, Ill. 


COPYWRITE 
lines. Mail aiaer" Exp. 
Salary Open 


Pref. 


ADVERTISING MAN 
Mfr. Mech. Vehicle. 
ing over entire Dept. in 8 months. 
Wonderful Opportunity. Start Sal. 
to $6,500. Middle West Location. 


for 


Triangle Employment 
202 8S. State St. 
Chicago 4, Ull—Har. 6520 


Industrial Advertising Manager— 
10 years in machine,tool and indus- 
trial advertising. ‘Mechanical engi- 
neering graduate. Versatile, creative 
—ready to put’ his experience to 
work for your company. 

Box 9573, ADVERTISING ae 
W. 42nd St., New York 18, 


330  £ 


aint & Allied 
| 


National | 
Capable of tak- | 


PUB. REL.-ADVTG. EXEC. 
Strong corporate PR experience, vet- 
eran newsman, directed varied ad 
campaigns. Now Asst. to Pres. mfg. 
Interested only sub. perm. connection. 

Box 9595, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


NATA Contributes 
252,000 Car Cards 


for Freedom Drive 


New YorK—More than 252,000 
ear cards advertising freedom 
have been posted by the transpor- 
tation advertising industry, 
through National Association of 
Transportation Advertising. 

Since last September, subway, 
bus, street car and train commut- 
ers throughout the country have 
seen these ads bearing testimonial 
messages signed by everyday 
Americans. These cards were 
posted as a public service in co- 
operation with the Advertising 
Council. 

Two different cards are being 
used each month during the year- 
long American Heritage promo- 
tion, which means that 28,000 a 
month are being shown through- 
out the country. 

Kenyon & Eckhardt, New York, 
one of the volunteer agencies for 
the heritage drive, has prepared 
the series of 24 cards featuring in- 


| dividual points of view on the 
of American citizenship. | 
Parker-Savage Studios and Look | 
contributed the photographs with-| 
| out charge. 


The value of the space contrib- 
uted by the transportation adver- 
tising industry to the heritage 
campaign during the nine months 
the cards have already run is esti- 
mated at about $250,000. 


Carl Mark Joins WITTM 


Carl Mark, formerly radio di- 
rector of Al Paul Lefton Com- 


|pany, New York, has taken over 


the management of Station 
WTTM, NBC affiliate in Trenton, 
N. J. Mr. Mark recently pur- 
chased a 50% interest in the sta- 
tion. 


|designs have 


Louis Landis Agency, have been 
reelected treasurer and secretary, 
respectively. 


Tells Designers’ Help 


The American Management As- 
sociation, New York, has pub- 
lished a report, “American Busi- 
ness and Industrial Design,” on 
the work of professional industrial 
designers on consumer products. 
A survey underlying the report 
shows how companies in the fietd 
have designed a large percentage 
of consumer items, how the new 
increased buying, 
etc. 


2 Name Weiss & Geller 


Weiss & Geller, Chicago, has 
been appointed to handle the ad- 
vertising of Zion Industries, Zion, 
Ill., maker of cookies and candies, 
and Speed-O-Print Corporation, 
Chicago, manufacturer of dupli- 
cating equipment. 


| AS eS ee 


i "at THE concen 
in NN 


had be 


“ARRIVED” AD MAN WELL-READ — Consolidated Ciga: very we 
messy ~~ Op oe ry 5 . ef ~~ well Corp.’ s cartoon ads for Harvester and Ph 
nown Chg@ appliance mfr. ng on eo 
ideas. Copy. Rough layouts. Pro- cigars have scored high in readership fashion, 
duction-wise. Do job alone or ef-| studies and, better yet, have boosted Hunter, 
fectively. direct agency or staff. sales. Minn.. | 
Chgo. area preferred — will move Minn., 
anywhere. 31, Married, Family. dising € 

Box 9596, ADVERTISING AGE 8 hrough 
100 EB. Ohio St., Chicago 11, Tl. __ t 
~~ Detroit Copywriter Available ong- u ering and Car 
Mature experience-specializing direct It all 
mail. House organs, catalogs, rough Cl 
layouts, production. Prefer Detroit St. ot 
connection. Chas. H. Dawson 7404 Phil, be 
Dunedin Detroit 6 ee artner: 
Able mag. newspaper ed. seeks Ps : 
spare-time job producing house - s store. 1 
gan or trade assn. publication Chi- single \ 
cago area. 20-24 hours weekly avail- | e @d ers ed 
able. Write: room 
Box 9597, ADVERTISING AGE most e 
O¢ c. oe. S Ca : 
Se ~~. = ry New Yorx—When Consolidated goods, 
NEED AN A 2 ‘ 3 ; P 
MANAGER?—12 years as copywriter Cigar Corporation started postwar ing off 
wis eee, ay ad neoncios. vee distribution on its Harvester cigars five fae 
soun nowledge art, production |, . 
and editing house organs, snoula in mid-1947, Newell-Emmett a 
prove valuable to your organization. j n 
Box 9601, ADVERTISING AGE |COmpany. was faced with the Skogma 
230 W. 42nd St., New York | 18, N. Y.| problem of finding a new selling full 
— = —<$<—<—<—$— P 
MISCELLANEOUS” theme. . when M 
FOR SALE—$3300 The agency finally decided to ‘retain 
WEBENDORFER used 17 x 22 gest vise’ the cartoon technique chron- 
press now operating. Haye” C.  gupip ’ oe ‘ host of 
Millington contact you, WAB. 528’ icling the trials and tribulations trainloa 
or write 53 W, Jackson, Chicago. 
———— |of some harassed male. These : 
Advertising, Sales Literature, copy ick Mack open th 
layouts, ideas for Publications and | cartoons, drawn by Dick Mackay, shoppin 
Direes Mail, expertly prepared at | were titled “The Long Suffering single-s 
ow cost. : P 
Robert Peterson, Phone Central 6750 | Male,” with the advertiser’s plug 
__442 Civic Opera Bldg., Chicago 6 | in a corner box—‘“Troubles go up § 
NATIONAL MAGAZINE for sale—| 
trade journal—. 50,000 controlled | 22 smoke with a Harvester cigar Betwe 
circulation. The only publicatton |—Oonly a dime.” in St. 
serving its field. It has always) Following a test in_ selected eral 
shown a profit and has unlimited | k h d 1 os operatic 
possibilities. Started 18 months| Markets, the ad was placed in philosoy 
oe. a ges 28 poses of eee a papers in other cities as they were labeled 
ssu ublisher leaving cago 
Full price $5000. added to Consolidated’s list of dis- one wi 
Box 9589, ADVERTISING AGE tributors. Currently 78 papers are siderabl 
100 E. Ohio St., Chicago 11, Ill. scheduled and others are to be own 
| added as soon as the product is 
® ‘ : up to al 
San Francisco Adclub available in those areas. eal 
Elects Gros and Farlow Gets High Readership Fast~ 
Robert R. Gros, publicity and Bert Gs 
advertising manager of the Pacific| Meanwhile, the company re- will le 
Gas & Electric Company, has béen’ ports sales are “above expecta- N. D., 
elected president of the San Frah+-}tions.”” Another indication of the New Y« 
cisco Advertising Club. Arthur C. | effectiveness of the campaign, more tt 
(which has gained added impetus and Sk 
|\from radio backing over WNBC, merchal 
|New York, came from the ANPA’s the pri 
Advertising Research Foundation ica’s sm 
Study No. 15. merchal 
| “The Long-Suffering Male” at- have ch 
|tracted 22% of the masculine §chains— 
m | readers in the issue studied (Stan- “in the 
|ford Advocate, Dec. 11)—a higher catalog. 
percentage than any other na- The | 
tional ad. It placed second among now € 
Arthur Farlow Robert Gros female _ readership for national owned 
copy with 20%. The ad also got pendent 
Farlow, Pacific Coast manager of/|a size-equalizing index of 185— in addit 
J. Walter Thompson Company, against 100 for the nearest com- 33 Mac 
has been named vice-president. | petitor farm 
A c Ss 
Harry F.*Borden, general man- Auto § 
ager of the Pacific Neo Gravure | Radio Gimmick Pulls a 
Company and the Borden Printing ; are loc 
Company, “and Louis Landis, of| Radio listeners who hear Bill §V!/ages 


Stern over WNBC three times §'° 25,00 
weekly under Consolidated’s spon- 


sorship also are acquainted wiih E 
a Harvester advertising gimmick. Now 
A self-appointed “Long-Sufferin¢ plannin, 
Male,” selected on the basis °f might 


letters, appears on each prograi 
and is given a minute to recite /i's 
woes to Stern. And oddly enoug”, 
a few women have been selecte: 
as guests on the basis of the! 
“long-suffering” husbands. Wi! 
ners receive boxes of cigars al! 
two tickets to a baseball game. 

An average of 200 letters, all 
which are answered with thr 
Harvesters, are received from ti: 
radio audience. Newspaper ma 
response, however, is less impres 
sive—an average of seven letter 
weekly. From these writers, w!: 
get no prizes but only their name 
in print with a credit line as 
reward, come many of the cal- 
toon ideas. 
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Crossroads Stores Pay 
Off for Gamble-Skogmo 


Small-Town Wizards 
Build $145,000,000 
Hick-Town Volume 


By NATHANIEL WOOD 


MINNEAPOLIS—If Horatio Alger 
had been twins his name might 
very well have been Bert Gamble 
and Phil Skogmo. In true Alger 
fashion, these two lads from 
Hunter, N. D., and Elbow Lake, 
Minn., have built up a merchan- 
dising empire which now extends 
through 26 western states, Hawaii 
and Canada. 

It all started 23 years ago in 
St. Cloud, Minn., when Bert and 
Phil, boyhood friends and now as 
partners, opened an auto parts 
store. By the end of 1947, that 
single country store had mush- 
roomed to 2,255 stores selling al- 
most every conceivable kind of 
goods, 17 warehouses, four buy- 
ing Offices, a finance company, 
five factories and an organization 
of more than 11,000 people. 

In one sense, the Gamble- 
Skogmo wheel of fortune made 
a full revolution last March 9, 
when Messrs. Gamble and Skogmo 
“returned” to St. Cloud with a 
host of their associates and a 
trainload of other notables, to 
open their newest one-stop super 
shopping center—a_ block - long 
single-story, $1,000,000 store. 


$145,000,000 Volume 


Between the two store openings 
in St. Cloud lay the successful 
operation of a merchandising 
philosophy which might well be 
labeled “Operation Crossroads’— 
one which has changed a con- 
siderable part of the face of small- 
town America and last year added 
up to an unbelievable $145,000,000 
in sales volume. 

Fast-moving, promotion-minded 
Bert Gamble’s crack: “If Macy’s 
will leave us alone in Hunter, 
N. D., we’ll leave Macy’s alone in 
New York City,” was actually far 
more than a wise crack. Gamble 
and Skogmo have built a huge 
merchandising organization on 
the principle of bringing Amer- 
ica’s small towns the kind of alert 
merchandising operations that 
have characterized the mail order 
chains—and bringing it to them 
“in the flesh,” instead of in a 
catalog. 

The Gamble-Skogmo operation 
now embraces 520 company- 
owned stores, and 1,745 inde- 
pendent dealer stores. Included, 
in addition to Gamble stores, are 
33 Macleod stores in Canada, 30 
farm stores, and 487 Western 
Auto Stores of California. They 
are located almost exclusively in 
villages and towns of from 400 
to 25,000. 


Plans Super Centers 


Now the company is seriously 
planning a program for what 
might be a chain of super shop- 
bing centers, of which the mil- 
lion-dollar St. Cloud store is the 
latest. The first was opened in 
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Minneapolis in September, 1946. 
Others are at Rapid City, S. D., 
Aberdeen, S. D., and Edina, a 
Minneapolis suburb. 

The Minneapolis operation was 
the first invasion of a really good 
sized city by Gamble-Skogmo. The 
invasion has been startlingly suc- 
cessful, but it will probably not 
be repeated shortly. Gamble- 
Skogmo has discovered that 
there’s a real gold mine on Amer- 
ica’s tiny Main Streets, and it has 
no intention of deserting these 
streets for the “big time.” 

For example, Hunter, N. D., has 
a population of 425. Yet last 
year the Gamble store there did 
a gross volume of $250,000. In 
Aberdeen, S. D. (population 17,- 
000) where there has been a com- 
pany-owned Gamble store since 


auto. 
SUPPLYG. — 


~ ( 


THE START—Gamble-Skogmo grew 
out of this auto parts store in St. 
Cloud, Minn., in 1925. 


Core of Gamble-Skogmo suc- 
cess rests upon the development 
of unknown, unadvertised lines to 


compete with mail order mer-| 


chandise and, in many cases, to 
undersell established lines in local 
stores, plus a hard-hitting, razzle- 
dazzle advertising and merchan- 
dising operation that compares 
favorably with anything a big 
city store can dream up. 


Brings Catalog to Life 


If the Gamble-Skogmo opera- 
tion can be compared with any- 
thing, it must be compared with 
the mail order giants, with the 
exception that G-S has brought 
the mail order catalog to life in 


towns so small that Sears or 
Ward’s wouldn’t dream of invad- 
ing them with stores. Brands that 
have never been heard of east of 
Ohio, such as Varcon, Coronado, 
Crest, Hiawatha, Scott Craig, 
Rouillard and Red Hammer, are 
household words:in the Gamble- 
Skogmo marketing territory, able 


eR He. LER, 
$allahow' Re 


sSTRADE AND CONSUMER PUBLICATIONS 
EMPIRE STATE BUILDING 
ENew YORK 1 ° LONGACRE 4-6634 


iil! 


1925, and where, prior to 1946, 
the store had developed a volume 
over $400,000, it did better than 
$1,500,000 in 1947. The reason was 
expansion of the physical plant, 
diversification of lines, major de- 
partments for foods and soft lines, 
and a stepped-up display and ad- 
vertising program. 
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the A.B.C. 30-mile atea—the basic Boston 
market—The Boston Post* has 114,000 more 
circulation than all its standard size. morning 
competitors combined. Your Basic Buy im 

Boston is The Boston Post. “4 


~P. S.—In the 27 counties where 92% m = 
Boston newspapers are sold The P: 
leads in 24 of them. 


standard size morning newspaper in 
the: United States. 
«eebinations, no duplication. 
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to compete successfully with any 
nationally advertised brands. 

Gamble stores handle many na- 
tionally known brands, but they 
make no bones about being par- 
tial to their own brands. The 
Scott Craig name, for example, 
appears on a full line of men’s 
items, from suits to shoes. Rouil- 
lard covers a line of women’s 
fashions, and Solita is fast be- 
coming a prominent name in the 
sportswear field. 


Owns Solar, Macleods 


The present Gamble-Skogmo, 
Inc., was put together in Novem- 
ber, 1946, embracing Gamble- 
Skogmo, Inc.; Western Auto Sup- 
ply Company of California; Nasco, 
Inc. (finance company which 
handles time sales); and Gamble- 
Skogmo Ltd., Canadian holding 
company for Macleod’s Limited of 
Cinada. Wholly-owned subsidi- 
aries are the Solar Corporation, 
which manufactures Gamble 
washing machines, motor scoot- 
ers, batteries, varnishes and paints 
in five plants in Wisconsin, Iowa 
and California, and Macleod’s 
Limited, which operates 33 retail 
stores in Canada. 

After unification, $1,230,000 of 
$100 par preferred stock was out- 
standing, and $11,998,530 of com- 
mon. Since that time all pre- 
ferred stock has been retired. 
Consolidated working capital of 
$22,500,000 at the end of 1946 was 
increased to $28,400,000 at the 
end of 1947, largely by means of 
a $13,000,000 20-year loan from 
Equitable Life Assurance Society, 
constituting the sole funded debt 
of the company and its subsidi- 
aries. Total assets are now well 


over the $60,000,000 mark. 
Gamble-Skogmo also owns a 
stock 


20% interest in Western 
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der in the company. Many of them, 
like Bert and Phil, were small 
| town merchants to whom the Gam-: 
ble-Skogmo merchandising philos- 
ophy appealed with almost relig- 
ious fervor. Following the war, 
78.2% of drafted employes returned 
to the company, and 87.3% of store 
managers returned. Most of the 
common stock is owned by em- 
ployes, and bonuses, profit-shar- 
ing plans, life insurance, health 
and sickness plans all help to weld 
the organization into a _ hard- 
working, cohesive, hell-bent-for- 
leather whole. 


Control Localized 


To coordinate the widespread 
functions of store managements, 
control over store operations has 
been localized somewhat, thus 
speeding up the entire merchan- 
dising program. G-S hopes ulti- 
mately to cut corners and costs 
by getting at least 60% of the 
merchandise direct to company- 
owned stores from the source or 
manufacturer. Shipments are be- 
ing consolidated to a greater de- 
gree, as another distribution, cost- 
cutting factor that is being stressed 
throughout the organization. 

Bert Gamble, who recognizes, 
as well as originates, good ideas, 
sifts the frequent brainwaves of 
staff members. ,He has encouraged 
a policy by which no merchandis- 
ing inspiration, no matter how 
novel, is cast aside without some 
thought. This receptiveness to 
new ideas is one of the chief rea- 
sons for Gamble’s steady expan- 
sion. 

Gamble modestly places the se- 
cret of his success on his staff’s 
abilities to collect merchandising 
ideas from all over the country, 
screen them, and come up with a 
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ONE-STOP SHOPPING CENTER—Exterior views of the Rapid City, S. D., one- 
stop shopping center, a model ae — similar Gamble-Skogmo stores are 
planned. 


Auto Supply Company of Mis- 
souri, whose chain of stores ex- 
tends through the South and East. 


Gamble Is Fireball 


Gamble-Skogmo, 
its business activities 
major classifications: 
and merchandising, 
thing the company does 
under one head or the other. 

Bert Gamble, board chairman, 
a fireball merchandiser if there 
ever was one, heads up the mer- 
chandising division and sparks 
ideas on sales, products, store ex- 
pansion, etc., at a 10-mile-a-min- 
ute clip, while President Phil 
Skogmo, a quiet, methodical man, 
sits across the room and super- 
vises the over-all company opera- 
tions, including everything that is 
usually considered “management.” 
They’re Phil and Bert to everyone 
in the organization, and intend to 
stay that way. 

Nearly all Gamble executives 
have worked their way up the lad- 


Inc., divides 
into two 
operations 
and every- 
falls 


the G-S treatment. Gamble per- 
sonally spends much of his time 
investigating unusual business 
methods of his competition and 
of successful merchants in any 
field. 


Own Idea of Heaven 


Gamble and Skogmo are striv- 
ing constantly to implement their 
own idea of a_ merchandising 
heaven: “Smaller margins, greater 
volume, with a lowering of dis- 
tribution costs and dropping of 
consumer prices as a result.” 

Bert Gamble says their belief in 
personal selling methods, whereby 
quality and performance are 
demonstrated right under the cus- 
tomer’s nose, have really been the 
backbone of sales. The cold, im- 
personal interest of a sales per- 
son trying to interest a customer 
in a nationally advertised prod- 
uct, of which he knows little save 
the name, does little to move such 
a product, he believes. Thus all 
Gamble personnel are well- 


BERT AND PHIL—B. C. Gamble (left) and P. W. Skogmo check features of the 


one-stop unit, merchandising giant in the Gamble-Skogmo chain. 


schooled in the selling points of 
Gamble merchandise. 

Operational activities at Min- 
neapolis headquarters evolve 
around a closely scheduled series 
of almost daily meetings of vari- 
ous top-level officials. Heading 
the list is the executive group, 
consisting of six company officers 
in addition to Gamble and 
Skogmo. This list includes Carl 
Raugust, executive assistant; Ev- 
erett Pennock, vice-president in 
charge of merchandising; Clarence 
T. Gibson, personnel director; 
R. C. Teuscher, treasurer; newly- 
appointed Walter Larson, food di- 
vision and shopping center direc- 
tor; and B. M. Helgoe, sales pro- 
motion director. 


Has 3-Way Inner Circle 


Until the recent death of for- 
mer western division vice-presi- 
dent H. R. Baker, the board of 
directors included seven key man- 
agement personnel. This included 
Messrs. Gamble and Skogmo, 
M. O. Weiby, vice-president, di- 
rector and general manager of the 
western division, C. L. Feldtkel- 
ler, president of Solar Corpora- 
tion, Teuscher, and the late Mr. 
Baker. New board members are 
Pennock and W. P. Berghuis, gen- 
eral counsel. For the most part 
these same men comprise the 
three-way inner-circle of board, 
company officers and executive 
group. 

On the merchandising side, fre- 
quent meetings are scheduled to 
keep ahead of the vast and neces- 
sary flow of goods which require 
promotion, merchandising and ad- 
vertising in addition to buying. 
Heads of departments huddle al- 
most continually to discuss this 
or that campaign, new store open- 
ing or promotional activity. All 
these operations run with clock- 
like precision and with most plan- 
ning of sales, etc., two to three 
months in advance. 

Like most large retail merchan- 
dising chains, Gamble-Skogmo’s 
sales promotion, advertising and 
public relations is directed toward 
that one important goal—the sales 
chart. Promotional activity is 
projected mainly to branch stores, 
dealers and company store man- 
agers in order to pull them to- 
gether as a team and bring traffic 
into the stores, while advertising 
and publicity is directed to the 
consumers, to get them into the 
stores and past Gamble counters 
to keep cash registers ringing. 


Stocks Well-Known Brands 


Although the company is con- 
stantly adding products to its 
Coronado or Hiawatha line, many 
well-known brands are stocked, 
promoted and sell well. But, as 
Bert Gamble puts it, “we like to 
have first choice on product pro- 
curement and, of necessity, desire 
quantity buying.” 

In 1942 the firm took its first 
earnest step in the direction of 
soft lines, although work clothing 
and gloves had been sold pre- 
viously alongside tires and bat- 
teries. A test store in a small 


Minnesota community was estab- 
eagerly 


lished while the firm 


watched sales grow, traffic in- 
crease and records fall. One year 
later Gamble’s were distributing 
the new line through 22 branch 
stores and 200 dealer stores with 
a $2,000,000 volume. In 1947 more 
than 500 stores were handling a 
combination of soft and hard line 
merchandise with approximately 
25% of all Gamble-Skogmo sales 
attributed to the soft lines. 

When Gamble’s unveils one of 
its own pieces of merchandise, the 
promotion behind it is something 
to see. For example, in the fall 
of 1946 Gamble’s entered the trac- 
tor field almost cold. The Water- 
town, S. D., store was picked as 
a likely spot in which to intro- 
duce the new Gamble-30 tractor. 
Nothing was spared. Extra pro- 
motional money was put into the 
project. Even Gamble and Skogmo 
turned up for the occasion. The 
affair was ballyhooed as_ the 
world premiere showing of the 
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between radio and newspaper as 
a rule, which is likely to run over 
$1,000,000 a\ year. Radio and cir. 
cular advertising get next to top 
priority. 

Overseer of the entire merchan. 
dising-sales promotion program js 
the sales director, Burt Helgoe. 
Directly under him are the dis. 
play and photography depart- 
ments located in separate build- 
ings. Sales promotion is super- 
vised by Gus Younger. A re- 
search department which handles 
the special sales and “Red Hots” 
is directed by Marvin Carroll, 
while soft lines promotion and ad- 
vertising is under the direction of 
George Glevis, fresh from a few 
years in a similar capacity with 
W. T. Grant stores. 

Mr. Glevis, who even looks like 
a huckster, joined the company 
only a little over a year ago. But 
already he’s made some sweeping 
changes and introduced some 
hard hitting advertising produc- 
tion techniques. 


BBDO Is Agency 


He supervises the production 
department which has nearly 100 
employes and covers the entire 
first floor of the main office build- 
ing in Minneapolis. Art and cata- 
log divisions hire 50 of these, with 
the others spread about evenly 
among the copy, photography, 
newspaper, circular, planning 
guide and radio departments. 

The Minneapolis office of Bat- 
ten, Barton, Durstine & Osborn 
places radio and national adver- 
tising, but the big advertising 
load is carried by the company’s 
own department. 

Backbone of Gamble-Skogmo’s 
coordinated merchandising plan 


IN MINNEAPOLIS SUBURB—This store in Edina, on Minneapolis’ outskirts, was 


the second one-stop unit in the Gamble chain. 


At extreme right is a Her- 


berger’s store, owned by the man who is now president of Butler Bros., and 
long-time friend of Gamble and Skogmo. 


Gamble-30 tractor. Pages and 
pages of advertising space were 
taken in the local paper. 


$3,000,000 Ad Budget 


Press agents, sales promotion 
men and a battery of experts from 
headquarters descended on the 
town to prepare the population for 
the big arrival. An entire special 
sale was coordinated with the 
tractor’s premiere and many hard- 
to-get items were put on sale as 
leaders or “Red Hots.” From that 
point on Gamble’s tractor was a 
product not to be taken lightly 
by its well-entrenched competi- 
tion in this field. 

Does Gamble believe in adver- 
tising? Advertising manager 
George Glevis says it certainly 
does, and to the tune of up to $3,- 
000,000 annually. This figure is a 
flexible one and more likely an 
under-estimate, for as sales rise, 
so does the advertising outlay. 

Ten major classifications get the 
lion’s share of the budget: cir- 
cular; branch store; newspaper; 
main store account (that placed 
direct from home office); radio 
(entirely placed through head- 
quarters); catalog and listing 
sheets; grand opening with dealer 
rebates; consumer pieces; miscel- 
laneous, experimental and tryout, 
and wrap-ups and brochures. 

Heaviest emphasis is placed on 
branch store advertising, divided 


is the Planning Guide. Out of a 
joint merchandise meeting of de- 
partment heads, soft and hard 
lines division officials and adver- 
tising and promotion men, come 
the contents of these monthly vol- 
umes, directed specifically to the 
2,255 store managers. Monthly 
promotional meetings are held, 
which usually take a full day, in 
which future merchandising cam- 
paigns or special promotion stunts 
and sales ideas are discussed, 
planned and coordinated, usually 
two to three months or more in 
advance. 

From these meetings and others 
throughout the month within each 
department, the general policy is 
set in the promotion of merchan- 
dise. An avalanche of printed ma- 
terials and promotional matter 
subsequently emerges to imple- 
ment this policy. 


It’s Merchandising Bible 


The Planning Guides are 
Gamble - Skogmo’s merchandising 
“bible.” They feature merchan- 
dise items and lines to be pro- 
moted; others that are excellent 
information on_ store policies, 
inter-store contests and opera- 
tional problems. In addition, they 
contain display information, ads, 
mats for each one, and othe? 
helpful hints to store managers 
and dealers. 

For example, the April promo- 
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ion campaign was scheduled dur- 
ng the month of January. Pre- 
pared as tightly as a railroad time- 
able, a series of meetings and 
jeadline dates was arranged like 
his: Jan. 7, merchandise infor- 
nation to promotion department. 
an. 14, monthly sales promotion 
meeting. Jan. 19, information to 
dvertising and display depart- 
ments. Planning Guide changes 
by Feb. 24. Newspaper ad changes, 
eb. 27. Planning Guide and ma- 
rials to print shop March 2. En- 
ire promotion package including 
ats and displays ready March 
11 to 17 and whole package in the 
tores by March 15 to 20, ready 
“educate the manager.” 

This routine is a _ continual 
process month after month with 
o let-up. Each promotion is an 
ntirely new package, full of new 
ideas to help each of the more 
than 2,000 store managers or 
dealers. 


‘Red Hot’ Leaders 


Introduced three -years ago by 
sales promotion expert Burt Hel- 
goe was the “Red Hot” program, 
familiarly known to most mer- 
chants as* “leader merchandise.” 
The plan offered certain items 
monthly that were “positively top 
values and bound to increase store 
traffic.” Very little profit is made 
on these items, with high volume 
and low markup the cardinal 
principle involved. 

In 1946 Gamble’s did a wallop- 
ing big million dollars’ worth of 
business in one “Red Hot” pants 
sale and disposed of 178 carloads 
of war surplus flight pants. Stand- 
ard “Red Hot” that still brings in 
the customers is the glass tumbler 
at two cents each. Glassware and 
dishes have proven the greatest 
customer draw. Bargains such as 
these bring entire towns of rural 
folk past Gamble counters, upping 
their traffic counts considerably. 

Other traffic-builders, on the 
sensational-whoop-it-up side, are 
of the high pressure variety. 
Gamble’s constantly hammers 
away at special events using cir- 
cus side-show techniques. For 
years they’ve been “huckstering” 
up their customers from behind 
their counters with Founders’ 
sales, birthday anniversaries, 
clearance sales, world premieres 
(like in Hollywood) for new 
products, and other events. Then 
there is a constant parade of 
stunts. 


Borrow, Own PA Systems 


Some stores are equipped with 
—or borrow—public address sys- 
tems over which the manager 
whoops it up when the occasion 
presents itself, and hustles cus- 
tomers over to a special counter 
for some “terrific” buy. For ex- 
ample, 25 boxes of cheese were 
moved in an hour at one store 
when the manager offered an 89- 
cent package for only 69 cents— 
“for the next 20 minutes.” 

Ice cream cones or popcorn for 
two cents brought thousands of 
small fry into stores employing 
these stunts. At Aberdeen, S. D., 
4,200 cones were sold in one day 
at two cents each. This brought 
the store tremendous traffic and 


MERCHANDISE UNLIMITED—A view over the center portion of the new 
million dollar shopping center at St. Cloud, Minn. 


publicity. Barnum could have 
done no better. 

Gamble-Skogmo’s sales promo- 
tion schedules are built around 
four major yearly promotions in- 
cluding Founders Day, Anniver- 
sary Sale, Clearance Sales and 
Fall Festival, and now the Buy- 
of-the-Month, latest traffic-teaser. 
A few additional jabs and Sunday 
punches are thrown into promo- 
tional activities for good measure. 

A Sunday -supplement style 
newspaper in rotogravure makes 
the rounds of RFD boxes twice 
a year. The roto newspaper, 
“American Gazette,” goes to 3,- 
500,000 families during March and 
October to publicize Gamble’s 
Birthday and Fall Festival sales. 


Advertising Important 


Newest promotional gimmick— 
the Buy-of-the-Month-—is a sort 
of dressed-up “Red Hot” employ- 
ing higher quality merchandise, 
and with greater profit. January’s 
“buy” was a combination radio 
and set of dishes. Advertising for 
these reached 34,500,000 people 
through 2,421 individual spot an- 
nouncements over 83 western sta- 
tions. Another “buy” is the newly 
acquired Camfield toaster, fea- 
tured during February. 

Gamble-Skogmo definitely be- 
lieves in advertising. And it looks 
upon the store that doesn’t spend 
enough time and money on ad- 
vertising in as unfavorable a light 
as one that wastes its advertising 
budget. Every dollar is earmarked 
to add just that much more in 
sales volume. 

As a general rule, the advertis- 
ing department creates eight to 
10 pages of newspaper copy each 
month, adding up to about 40,000 
individual mats. Extra mats are 
furnished stores for different mer- 
chandise so that no matter what 
size a store operation may be, the 
manager will find advertising and 
merchandise available to him at 
the same time. He may adjust 
the ad to fit his local situation, 
cutting out any items from the 
master advertisement and insert- 


ing an optional cut. A classified 
mat service is also furnished 
stores for products peculiarly 


adapted to this type of advertis- 
ing such as weatherstripping, in- 
sulation and roofing materials. 


Uses 12 Circulars Yearly 


Other publication media used 
frequently include farm papers 
such as the Dakota Farmer. 


Covers a 


Drug & Cosmetic 


INDUSTRY: 


forward-looking industry 


Also Publishers of Beauty eho; 
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Hick and 


Circular advertising involves 12 
or more circulars annually, each 
one up to 28 pages. These contain 
price changes for three different 
areas and each run totals 3,500,- 
000, making a 1947 total of 42,- 
500,000 copies and an expenditure 
of $300,000 for postage alone. 

Postcard advertising is being 


tested in 60 stores with excellent 
results to date. The card type of 
selling is limited to special bar- 
gains to a special customer group. 
The retail catalog, dropped dur- 
ing the war, has been revived and 
is issued in 500-page format, both 
for mail order and direct selling 
and as a guide for customer orders 
in the smaller stores. The pro- 
gram now includes general mer- 
chandise, soft lines and farm im- 
plement catalogs. 

The use of radio by Gamble- 
Skogmo has been limited to a 
great degree to spot radio placed 
on about 80 stations of 500 watts 
or higher, utilizing transcriptions 
principally. However, in the plan- 
ning stage are 15 and 30-minute 
regional farm shows in selected 
areas. 


Many Other Ad Materials 


Miscellaneous advertising mate- 
rials include brochures, booklets, 
package stuffers, mailing pieces, 
style shows, hunting parties, cook- 
ing schools, tractor trials and spe- 
cial kiddy features — practically 


everything in the book. Some ex- 
perimental and try-out advertis- 
ing is scheduled as a means of 
testing advertising in a group of 
selected stores. The “Red Hot” 
sales program usually undergoes 
the heaviest pre-testing. 

Special advertising budgets and 
campaigns, including a dealer re- 
bate, are featured at store grand- 
openings—which occurred to the 
tune of 20 per month in 1946 but 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Negroes 

10 billion dollars a year! If you me 
food, drinks, jewel » OF any other 
products to sell, reach this big buyi 
public through the Negro papers a 


magazines. Interstate Un News- 
papers, | 545 Fifth Ave., N. Y., can 
show you how advertising in these 


publications reap b mar and 
profits! Write — 8 - J —_ 
NOTE: We now have facts compiled by the 

* Research Co. of America on brand 
Preferences of Negroes from coast to coast. 
Write now for this free information, 


- +++ The second quarterly report 
of the Oklahoma City Consumer 
Panel is ready for distribution. 

It gives a complete picture 


of the who, what, where and 


how much of 


ment in the food and drug fields 
in the Oklahoma City market... . 
but report No. 2 does not replace 
report No. 1. It ADDS to 

the findings of the first 

report .. . provides opportunity 
for COMPARISONS .. . offers a 
CONTINUING STUDY. In fact, each 


succeeding analysis will make 


he adding fuel 


to the flame 


merchandise move- 


the previous one 


more and more valuable. 


THE OKLAHOMA CITY CONSUMER PANEL was created by The Okla- 
homa Publishing Company to provide added effectiveness for your newspaper 
advertising in the Oklahoma City market. 
methods and the application of Panel findings to your individual problems are 
explained in this leaflet, available without cost. Write for it today. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN—WKY, OKLAHOMA _CITY—KVOR 
DENVER (Affiliated in Management)—REPRESENTED BY THE KATZ AGENCY, INC. 


Sampling procedure, reporting 
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are tapering off now in line with 
a “smoothing out the wrinkles” 
policy for 1948. At present the 
trend in new store opening ad- 
vertising is toward institutional 
copy. Gamble feels that it is defi- 
nitely a “big business operation” 
now and it’s high time the name 
Gamble and what it has stood for 
is sold to its public as well as it 
has sold merchandise to them. All 
institutional advertising is being 
keyed to the particular community 
in which it appears. 

The Rapid City store opening in 
1947 was the first try at a public 
relations institutional job. Ad- 


Our deep rich black 
wins the hearts of 
hard to please buyers 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


vertising stressed the recreational 
and historic aspects of Rapid City 
and tied this in with the new store 
opening. But the institutional 
theme was soft-pedaled after 
opening day with renewed em- 
phasis placed on promoting 
Gamble merchandise and building 
store traffic. A similar job was 
done on the St. Cloud opening in 
March with Minnesota history as 
a background prior to the heavy 
pressure “sell” ads on opening day 
and thereafter. 


Unusual House Organ 


Brooks - Stevens & Associates, 
industrial design counselor, is also 
on the Gamble payroll, and works 
with Gamble’s own design expert, 
George Bohlig Jr. It is this or- 
ganization’s job to build a design 
and styling program that is in- 
tegrated from the product pack- 
age to the complete store, inside 
and out. Stevens and Bohlig are 
responsible for putting Bert 
Gamble’s “dream” merchandis- 
ing plans into realities, whether 
it be a smartly-tailored package 
for a new or old product under 
a Gamble name or a modegnistic 
one-stop shopping center. 

The firm’s house _ organ, 
“Tempo,” with a circulation of 
7,100, reaches more than 12,000 
people connected with the sprawl- 
ing corporation. It is an unusual 
house organ in that it accepts out- 
side advertising. Many of the 
Gamble-Skogmo’s independent 
manufacturers use its pages to 
reach the hundreds of Gamble 
dealers. 

In 1946 the Planorama was held 
in Minneapolis, bringing 4,000 
dealer store and branch person- 
nel by special trains and planes 
from Canada and all sections of 
the U. S. to witness a gigantic 
merchandise show and sales con- 


Thomasville Chair €o. 


. . one of the World's and the South's 
largest furniture manufacturers is lo- 
cated 23 miles from Greensboro, 
and has grown since 1904 from a 
small building to 6 large produc- 
tion and 3 auxiliary plants. Employ- 
ing 1,500 to 2,000 people their dis- 
tribution of Living, Dining and Bed- 
room furniture extends from Coast 


to Coast. 


DOAK FINCH 


President 


The tremendous financial expansion of the GROWING 
GREENSBORO MARKET when projected against the all time 
high Net Effective Buying Income of $486, 487,000* in the 
ABC Retail Trading Zone is reflected in the $401,705,000* 
total Retail Sales in this same area . . . covered only by the 
NEWS-RECORD with current circulation of more than 92,000 
and better than 64°/, coverage of families in the ABC Market. 


"1947 


Sales Management figures. 


Pt 


& NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelly, Inc. 


vention. It stimulated sales dur- 
ing 1947 to an all-time high and 
the Planorama bid high as the 
biggest merchandise mart and 
sales show outside New York and 
Chicago. Such spectacles are 
seriously planned every few years 
as a shot in the arm and really 
effective pep fest. 


Columbia, ABC 
Win Top Hoopers 


New YorK—NBC, the perennial 
favorite on the reports of C. E. 
Hooper, Inc., had to be content 
with a fourth placer on the last 
study, with CBS filling the first 
and third spots and an ABC show 
in second place. 


The list: 
Radio Theater (Lux), CBS...... 22.4 
Walter Winchell (Jergens), 

BE Bas bamces Ceti eve ticah >> > 21.0 


Talent Scouts (Lipton), CBS... 
Fibber McGee & Molly (S. C. 
Johnson & Son), NBC......... 20.1 
Jack Benny (Lucky Strike), 
NBC 


isnonge Ah wdeeeler ss ahss be 19.6 

My Friend, Irma (Swan), CBS...18.7 

Amos 'n’ Andy (Rinso), NBC....18.6 

Bob Hope (Pepsodent), NBC....18.1 

Mr. D. A. (Bristol-Myers), NBC. .17.4 
Truth or Consequences (Duz), 

0 ir ares ee eee 17.0 


Charlie McCarthy (Standard 

SEDs DE Hc bee serscnvecbes 16.8 
Al Jolson (Kraft), NBC 5 
Fred Allen (Ford Dealers), NBC.16.4 
Duffy’s Tavern (Bristol-Myers), 

Ey “Gs vndendatesetdesc¥escan ts < 15 
Screen Guild Players (Camels), 

CBS 

Average evening sets-in-use of 
28.9 was down 0.6 from the last 
report and up 2.4 from a year ago. 
Average evening rating—9.0—was 
down 0.7 from last report and up 
0.3 from a year ago. 

The top 10 daytime favorites: 
Helen Trent (Whitehall), CBS...7.8 
Portia (General Foods), NBC....7.8 
Rosemary (Ivory), CBS 7.5 
Our Gal, Sunday (Anacin), CBS..7.4 
A Girl Marries (General Foods), 


Pec wkd 6.0% v erndh ale he #6 0% 6 on 7.4 
Ma Perkins (Oxydol), CBS....... 7.3 
Stella Dallas (Sterling), NBC....7.3 
Widder Brown (Sterling), NBC...7.2 
Big Sister (Ivory), CBS.......... 7.0 
Pepper Young (Procter & 

I ee eas wo da kd veaee 6.9 

Average daytime  sets-in-use 


and ratings were up. 


‘Amusement Center’ 
to Bow in September 


Amusement Center, a monthly 
publication for owners and man- 
agement of amusement industries, 
will be launched in September by 
the Harrison Toler Company, Chi- 
cago. The publication will be 
divided into five editions which 
are: “Screen & Stage,” “Bowling 
& Billiards,” “Dine & Dance,” 
“Studio Audience” and “Sports & 
Pastimes.” There will be a mul- 
tiple enterprise feature section, 
identical in all editions, covering 
operational problems, product de- 
velopments and matters of man- 
agement. 

Advertisers will be able to buy 
across the board or sectionally. 
The editorial staff will be headed 
by J. Harry Toler, formerly man- 
aging editor of “The Modern 
Theatre” section of Boxoffice. 


Stirton Heads New 


Television Council 
About 50 agency representatives 
and executives in the operational, 
production and business fields of 
television have formed a new or- 
ganization, the Chicago Television 
Council, to promote television in 
the Midwest. Its aims include de- 
velopment of program and pro- 
duction techniques, and exchange 
of accurate information about 
television problems. 
cers of the council are: 


James L. Stirton, American 
Broadcasting Company, president; 
Ardien B. Rodner, Television Ad-| 
vertising Productions, vice-presi- | 
dent; Fran Harris, Ruthrauff & 
Ryan, secretary, and Russel Tolg, 
Batten, Barton, Durstine & Os- | 
born, treasurer. 


Rowen Joins Goldgar 
Stanley Rowen, formerly ac-. 
count executive and media direc- 


has joined the Mike Goldgar Com- 
pany, New York, as account ex-| 
ecutive. 


ee re 8 6 Fe ro rh re 


Joins Geare-Marston 

Jesse Falini, 
Hutchins 
tor of Stuart Bart, Inc., New York,| Burke Dowling Adams and N. W. 
Ayer & Son, has joined the art 
staff of Geare- Marston, Philadel- 
| phia and New York. 


Vhe Creative Mans Corner 


Jeeves, lay out, if you will, my other suit. The one that 
still has a press in it. 

Jeeves, my good fellow, forgive me if I reminisce. For- 
give me if I recall the occasion, before the late war, on 
which I purchased this little number. 

It was in early fall, Jeeves—when my summer clothing 
was proving just a little inadequate against the cold winds 
that swept down from the far reaches of western Canada. 

I recall distinctly that I intruded myself on the stately 
decorum that holds in the men’s clothing department of a 
certain well-known department store. A salesman ap- 
proached me. “Sir,” I said, always the gentleman, “I want 
a suit of clothes.” 

That was all, Jeeves. Believe me. I had read the Hart, 
Schaffner ads and the Timely ads, and I even was able to 
recall the Middishade ads. But still I said, “I want a suit 
of clothes.” 

Why, Jeeves? Why should clothes be so nameless to me? 
Why shouldn’t I care? Well, take this Timely ad. Will 
you tell me, Jeeves, just what “Balanced Tailoring” means? 


Feature Story... for men only ! 


of eating 


Balanced Tailoring sim weep & Coites 
het Colle. ORE = — et A eae 
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And, more important, where I ought to look in a suit for 
what the ad says it means? 

I’m a dope, Jeeves. I don’t know how to tell a good suit 
from a bad suit. I buy clothes like I buy hats. “I want 
a hat,” I say. The salesman hands me one. I put it on. 
I look at myself. I say, “If I look at myself too long, this 
guy will begin to wonder.” How do I know how to buy a 
hat or a suit of clothes, Jeeves? Nobody tells me. 

I know Lucius Beebe, that guy in New York, knows a 
lot about those things. But I’m a dope, Jeeves—honest, | 
am. I look at the ads and what do they tell me about? 
“Balanced tailoring.” 

Me, I’ve got to be taken by the hand, Jeeves. I’ve got 
to be shown. I’ve got to be told in simple language—with 
pictures. Being so dumb, Jeeves, I could be told I could 
tell a good suit by the way the buttonholes are sewn— 
especially if I were shown what to look for in a button- 
hole. But what do I get? “Balanced tailoring.” 

That’s what the Pennsylvania Grade Crude Oil Associa- 
tion told me to look for in motor oils—balance. What the 
hell is “balance,” Jeeves—besides what I got left in the 
bank? 

Maybe I better take you along, Jeeves, next time I buy 
me some raiment. Maybe you can put me wise to the little 
things that count. These guys that throw their money 
around in four-color pages, they think all I’m interested in 
is slogans and enticing pretty gals. 

By the way, Jeeves. I got an important date tomorrow 
with a guy I’d like to impress. You got a suit I could im- 
press him in? After all, we are pretty much of a size. 
Whattaya say? You I can depend on. You can point out 
the things that seem to make sense. After I talk to you, 
Jeeves, I don’t care whether my tailoring is “balanced” o1 
not: I know. 


Ziff-Davis Ups Froelich 
formerly with 
Advertising Company, 


office manager. 


Ci i ti i i i i i i i - 


Michael H. Froelich, vice-pres \- 
dent and editorial director of Ziff 
Davis Publishing Company, Chi 
cago, has been named director ‘ 
eastern operations and New Y°' 
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Supermarket Show 
Indicates Trend 


for office use holding 26 bottles 
will be introduced soon. The ex- | 
hibit of the California Packing | 
Corporation, San Francisco, fea- | 
tured ads for Del Monte foods | 
which have switched the motif} 
from recipes to bowls of canned 
fruit with “spectacular success,” 
according to a spokesman. - | 


fo Broader Market More than 4,000 supermarket 


(Continued from Page 1) operators and other food industry 


ompany, New York, exhibited a leaders throughout the country 
four-shelf island display counter and Canada attended the conven-| 
with 40 square feet of floor space, tion to compare notes on increas- | 
jisplaying 78 items retailing at|ing efficiency, reducing the con-| 
k0 cents to $10. J. Hertzberg &|Sumer’s food bill and foreseeing | 
Son, New York, showed a five-/| the future. 
foot metal display rack offered| Chester Bowles, former OPA | 
free of charge to supermarkets for | 4dministrator, said in an address | 
selling its brushes, brooms and/ that this country must “find means | 
mops. not only to increase world food | 


° . 
One of the major attention-get- | supplies very substantially—some | 


ters, reflecting the continuing |¢*Pperts say we must double them 
growth of self-service, was the —but we must learn how to raise 
frst showing of a new model|this additional food with fewer 
Food-O-Mat, self-service display |@8ticultural workers. This is the 
rack. When a package or can is| °Mly means through which we can 
removed from the rack, another| Provide the workers that will be 
slides into its place—label up. The needed to build roads, railroads, 
Food- O-Mat Corporation, New steel mills, textile plants and 


| tion said that P&G’s coupon drive} 
|hit the Twin Cities just as the 
/price reduction was announced | 
}and that the situation “has many) 


P&G Price Drop 
s j in h S 
After Sales Drive (3.rj2ie, paneing on ie ee | 


Cuicaco — Prompted by com-| arbitrary policy can be continued | 
plaints from retailers throughout |>Y @ national distributor who dis- | 
the country, the National Associa- tributes the bulk of his merchan- | 


: , dise through independent store, 
tion of Retail Grocers has — dhannaia” 


Procter & Gamble to explain the | 
reasoning behind its intensive) v 
selling drive to stock up retailers Emerson In Tie-Up Drive 
for a coupon campaign immedi-| Emerson Radio & Phonograph 
ately before its price drop May 8.| Corporation, New York, w ill 
Patsy D’Agostino, president of| spend approximately $200,000 in 


NARGUS, sent a letter to P&G re- | Foy ——— — ~ — 
: : ilms starting next month. e 
questing an explanation of the! campaign, a build-up for the new 


company’s present and future pol-| movie, “Raw Deal,” will use news- 


icy on protection of retailers’ floor | papers in 125 key cities. Marsha 
stocks and warehouse stocks of} Hunt, star of the film, will be pic- | 
wholesalers, chains and large di-| tured with one of Emerson’s port- 
rect buyers. | ables. Grady & Wagner Company, 
A spokesman for NARGUS said| New York, is handling the drive. 
that if P&G’s explanation is un- SSS ae 
satisfactory a protest will be| Promotes Barnes, Rowe 
made. Harrison Barnes, assistant edu- 
In St. Paul a spokesman for the| cational sales director, has been 
Minnesota Food Retailers Associa-! appointed general sales manager 


Grocers Protest 


Ps 


of the educational sales depart- 
ment of Encyclopaedia Britannica, 
Inc., Chicago. John R. Rowe, edu- 
cational sales director, will con- 
centrate on contact work with the 
various state departments of edu- 
cation and with educational insti- 
tutions. He also will have charge 
of company exhibits. 


Tulsa Admen Elect 


Clarence C. Allen, art director 
of the Newspaper Printing Cor- 
poration, has been elected presi- 
dent of the Tulsa Advertising Fed- 
eration. Other officers elected 
are: W. G. Choteau, Public Serv- 
ice Company, list vice-president; 
Margaret Sims, Brown - Dunkin 
Company, 2nd vice-president, and 
Edwin S. Vincil, Vincil Company, 
secretary-treasurer. 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves national ad- 
vertisers with keen human-interest stories 
= products. Popular, interesting, 


ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, Ill. 
Phone RAV. 9010 


York, less than a year old, has 
been making a model in which 
cans rolled into place, often ob- 
scuring labels. The new model, 
which allays fears of manufac- 
turers that labels would need to 
be revised, is being ordered by 
supermarkets in many parts of 


other facilities on which a better 
life and increased economic se- 
curity for the masses must be 
based.” 


Building 800 in ’48 


This, he said, will require “no 
less than a revolution in agricul- 
ture,” including more projects like 


% 
* 


the country, representatives said. TVA, increased production of| 

Big GM Premium Readied farm machinery, bold irrigation | 
General Mills, Minneapolis, ex- projects, tremendous new fer-| 
hibited a set of its new Queen tilizer plants and wider under- | 
Bess pattern silverware pieces| Standing of farm cooperatives. _ 
which it will feature in a pre- Mr. Lurie said that $40,000,000 | 
mium offer for the tirst time in its| Will be spent for construction of 
advertising next September, ac-|™ore than 800 supermarkets this 
cording to company representa- | ¥&@": that despite materials short- | 
tives.. Premiums are offered for | 28®°: 1,199 new supermarkets have | 
coins ranging from five to 85 cents| been opened in little more than 
plus coupons already being en- two years, and that in the first | 
closed or attached to packages of | @uarter of 1948 the rate of in- 
Wheaties, Kix, Cheerios, Betty | crease in new supermarkets has. 


Crocker Cereal Tray, Gold Medal| @adrupled that of 1947, 
flour, Softasilk cake flour, Bis- Asserting that high building) 


quick, Betty Crocker soups and| °°Sts should not deter expansion, | 


Pyequick. The company plans to he said that “costs are high but 
money is cheap. We are buying 


expensive equipment with cheap 
money, so investments will amor- 


continue the offer indefinitely. 
Other new products included a 
two-pound net bag for holding 13 


THE EFFICIENT performance of our 


Shipping Department is typical of the many 


tize themselves in ten years and | 
over-all financing will justify. 
building.” 


or 14 lemons—designed to stimu- 
late warm weather sales of lemons 
beyond the usual half-dozen or'| ; 
dozen that the housewife picks A. J. Molasky, president of the | 
from bulk displays. Bemis Food Store Center, St. Louis, said 
Brothers Bag Company, St. Louis, that most supermarkets are inde- | 
is the manufacturer. pendent or operated by very small 
Federal Engineering Company, chains and that average profits are 
Minneapolis, showed a new model | 2>°ut 1%2%. 
meat tenderizer for butcher shops, 
which tenderizes meat 25% faster) Business Paper Unit 
than former models, is self-clean- Set Up by Ad Council 


ing, replaces belt-driven with oil- Edwin F. Th blish f 
win F. ayer, publisher of | 


sealed, gear-driven parts, and re-|_. 
tails at $295. . | Tide, New York, has been ap- 


pointed chairman of the Advertis- | 
New Coke Hand Truck _ing’ Council’s business paper ad- 
_ Exhibitors: for the Coca-Cola | w "The a is composed of | 
Company said that a new metal | Rex Wadman; Raymond Bill, Sales | 
display hand-truck for gasoline| Management; Harvey Conover, 
service stations and a new vendor | Conover-Mast; S. A. Knisely, As- 
|sociated Business Papers; Kings- | 


‘ ley Rice, Power Generation; Rich- | 
iW GREETS FOURS LARDEH MAMET | W04 DP, Sith, W. R. C. Smith Pub- 


BAYONNE cannot BE SOLD lishing; Aglar Cook, Topics Pub- 
FROM THE OUTSIDE | lishing; Judd Payne, F. W. Dodge 


| Corporation; E. W. Timmerman, 
| American Druggist; G. D. Crain | 
Jr., ADVERTISING AGE; E. F. Hamm 
Jr., Traffic Service Corporation; 


$$ ——— 


1 
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ee 


& 
ee mee ' 
PERCENT OF COVERAGE 


| 
beocnrd, -"-< | George O. Hays, Penton Publish-| 
COVERAGE | r7-s | ing; M. A. Williamson, McGraw- 
———T #-§ | Hill; Andrew J. Haire, Haire Pub- 


lishing; C. B. Larrabee, Printers’ | 
Ink; Howard Moore, Moore-Rob- | 
bins, and Godfrey M. Lebhar, | 
Chain Store Age. | 


JWT Handles Kraft Candy 


J. Walter Thompson Company, 
N Chicago, handles the advertising | 
other newspaper or combination of pa-|of the Kraft Foods Company’s| 
Pers can sell Bayonne—yet THE BAYONNE | caramels and powdered malted 
oy with its 93% home delivery can alone milk, rather than Needham, Louis | 
se Bayonne. Get your share of this wealthy ¢ Brorb as erroneousl re orted 
eae ate Ae ih SESE | ty AA May 10. JWT handles ad-| 
" Retail Sales for 1946 . . . Send for a copy | vertising for Kraft cheese and a) 
* THE BAYONNE TIMES Market Data Book. | long list of other Kraft products, | 
|and NL&B for Kraft’s subsidiary, | 

THE BAYONNE TIMES Phenix Pabst-ette Company, and | 
NATIONALLY REPRESENTED OY ‘Kraft’s mustard, Parkay marga- | 
BOGNER & MARTIN rine and some industrial food | 


™ aaoison AVE, WEW YORK © 278m La’smie st. cmease PFOducts. 


3 8 


Li 


BAYONNE 
TES PAPERS COMBINED 


ALL OTHER 


capable services extended by P&A. 


Here many safeguards insure against the 
hazards of damage and delay. The Shipping 
Department is capably staffed, well equipped 
and wisely supervised. It is supplemented by an 
Express Company representative assigned to our 
plant, who provides quick routing and early dis- 


patch of all express items. 


Plate and mat shipments are amply protected 
against damage by the generous use of the best 
wrapping and boxing materials, while postage 
meters, package tying machines and other equip- 
ment are employed to speed operations. 

The moral? If it is important to produce well, 


it is equally important to ship well. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS + MATRICE MAKERS + 


STEREOTY PERS 


TELEPHONE: 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


HARRISON 3732 
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RMA to Report 
Tele Set Sales 


WASHINGTON — The Radio Man- 


ufacturers Association will issue 


quarterly reports on television set 
distribution, based on _ reports 
from member companies, thus 
providing a close check on manu- 
facturing and distribution of the 
new devices. 

During the first quarter this 
year, RMA said, 118,027 television 
sets were produced by member 
companies. 

In 1947, 178,500 were manufac- 
tured, but only 162,181 were 
shipped. 
were made. 

Shipments of 1947 output were 
concentrated in 21 states and the 
District of Columbia, with the 
New York - Newark metropolitan 
area accounting for 78,802 of the 
162,000 shipped. Philadelphia got 
18,923 and Chicago 13,723. Los 
Angeles took 7,858, Washington 
4,782, Baltimore 3,666 and De- 


troit 4,852. 


Expands Breeze Drive 


Lever Brothers Company, Cam- 
bridge, Mass., has extended ad- 
vertising of Breeze detergent, first 
introduced in the Midwest last 
April, to markets in hard-water 
areas of the Far West and South, 
through Federal Advertising 


In 1946, only 6,476 sets | 


Agency. 


LANTERN SLIDES 


2" x 2"—3'/4" x 4" 
BLACK & WHITE, KODACHROME 


Made to order 
for Presentations 
Sales Meetings 
Television, etc. 


HAYNES-PROVOST STUDIOS | 


18 E. 41ST ST., NEW YORK 17, N. Y. | 


Suttnsinnsiadeneahhieieeseasaeeeneliione ot 


Telephone: LExington 2-5579 


Nielsen Figures on Top-Rated Shows 


Week of April 18-24, 1948 
All figures copyright by A. C. Nielsen Company 


EVENING, ONCE-A-WEEK, 
Total Audience 


Cur. Prev. Cur. Points 
Rank Rank Program Rating Change 
1 o£ are 33.3 +2.0 
2 6 Godfrey's Scouts ....... 6.3 +24 
3 14 My Friend irma......... 23. +2.5 
4 i ¢ §$ aes 23.0 +41. 
5 3 Fibber McGee & Molly..226 —3. 
6 2 Truth or Consequences..225 —4. 
7 4 Amos 'n’ Andy.......... 22 —3. 
8 8 Fitch Bandwagon ....... 21. —1. 
$ 13 Jergens Journal ........ 21. +0. 
10 10 Your Hit Parade........ 21. —0. 
1 12 Charlie McCarthy ...... 20. —. 
12 NR Duffy's Tavern ......... 20. +0. 
13 Fe s+ eee 20. —4. 

+0. 

—1. 

1 

+1. 

4. 

+1. 


SCOUT woea—wonw 
FOUe-BrNO@eBewaNrNone 


14 NR Mr. District Attorney. ..19. 
15 15 Kraft Music Hall....... 19 
16 17 Date with Judy......... 19. 
17 NR Inner Sanctum ......... 19. 
18 9 Life of Riley........... 19. 
19 NR Baby Snooks Show...... 18. 
20 ye Pee 18. —0. 


EVENING, 2 TO 5 A WEEK 


1 5. os ci nndsvet 16.7 —11 
2 2 Bill Henry News........ 12.4 —0.2 
3 3 Edward R. Murrow...... 10.9 0.0 


DAYTIME, 2 TO 5 A WEEK, 


15-60 MINUTE PROGRAMS 


Average Audience 
Cur. Prev. Cur. Points 
Rank Rank Program Rating Change 
1 Ss &® oo ORS 24.6 +2.2 
2 5 Godfrey's Scouts ........ 216 +2.0 
3 11 My Friend irma......... 18.8 +2.3 
a 7 Jergens Journal ........ 18.6 +0.2 
5 2 Fibber McGee & Molly. 18. —3.1 
6 4 Truth or Consequences. .18.3 —2.2 
7 S Gee EE. Ledesvectees 17.7 +0.5 
8 3 Amos ‘n’ Andy.......... 17.2 —3.6 
9 13 Fitch Bandwagon ....... 16.8 -+0.6 
10 16 Mr. District Attorney. ..16.0 +041 
11 12 Charlie McCarthy ...... 15.8 —0.5 
12 20 Screen Guild Players....15.4 +0.6 
13 WR Duffy's Tavern .......... 15.2 +1.5 
14 NR Baby Snooks Show...... 15.0 +1.5 
15  § 2 RePeeere 14.9 +0.2 
16 s | |) eee “4.8 —34 
17 15 Your Hit Parade........ 14.7 —1.2 
18 yo » prrreee 14.3 1 
19 fae 13.9 —1.1 
20 eS. eae 13.7 —2.9 
, 5-30 MINUTE PROGRAMS 
1 Ek’ ff rere 13.4 —0.7 
2 2 Bill Henry News........ 11.4 —0.1 
3 3 Edward R. Murrow...... 8.1 0.0 


15-30 MINUTE PROGRAMS 


1 3 When Girl Marries...... 11.4 40.2; 1 1 When Girl Marries...... 10.4 +0.1 
2 2 Our Gal, Sunday........ 11.3 0.0; 2 2 Our Gal, Sunday....... 10.2 +0.1 
3 ef § Sayre 10.9 +04) 3 SS 3 9 a eepeegeger 9.9 +0.4 
a 14 My True Story.......... 10.9 +1.4) 4 5 Rom. Helen Trent....... 9.7 +0.2 
5 1 Arthur Godfrey ......... 10.9> —0.5| 5 8 Right to Happiness..... 9.5 +0.2 
6 6 Rom. Helen Trent....... 10.8 0.0) 6 10 Ma Perkins (CBS)....... $4 +04 
7 4 Young Widder Brown....10.6 —0.5/; 7 4 Backstage Wife ......... 92 —0.7 
8 9 Right to Happiness..... 10.5 +0.2| 8 yy Ff  eeaerre 1 +06 
9 12 Ma Perkins (CBS)...... 10.4 4+0.3) 9 3 Young Widder Brown... 8.8 —t1.1 
10 13 Wendy Warren ......... 10.4 +04) 10 13 Wendy Warren ......... 88 8 +0.2 
11 5 Backstage Wife ........ 10.2 —0.7/ 11 NR My True Story.......... 8.7 +1.2 
12 2 FF erry 10.1 +0.7 | 12 ££ freer 8.6 —0.2 
13 De ME ncidacpenuveen 10.0 —0.2 | 13 12 Portia Faces Life....... 85 —0.3 
14 11 Portia Faces Life....... 9.9 —0.3 | 14 NR Pepper Young .......... 8.5 +0.5 
15 NR Pepper Young ......... +0.6 | 15 ft FF as 8.5 —0.9 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 
1 1 True Detective Mystery. .12.3 —0.6/ 1 1 True Detective Mystery.. 9.2 —t1.1 
2 2 Armstrong Theater ..... 11.8 —1.0; 2 2 Armstrong Theater ..... 9.2 —1.1 
3 NR Quick as a Flash....... 11.0 +18) 3 4 Grand Central Station... 8.9 —0.4 
4 5 Grand Central Station...108 -—0.5 | 4 NR Give and Take........... 8.3 0.0 
5 NR David Harding ......... 10.8 +04 5 NR Let's Pretend .......... 8.3 +0.3 
NR—Not ranked in previous report. 
* 
Van Brunt Opens Office Nielsen Ratings 


Edwin Van Brunt, formerly ad- 
vertising promotion manager, 
trade division of Butterick Pub- 
lishing Company, New York, has 
formed Media Promotion Organi- 
zation, located at 7 W. 44th St., 
New York. The new company, a 
cooperating group of media re- 
search and promotion specialists, 
will handle magazine, newspaper, 
radio and other media accounts. 


Show Strong Gain 
for Godfrey Show 


Cuicaco —In the first half of 
the 1947-48 season, Arthur God- 
frey’s Talent Scouts (Thos. J. 
Lipton, Inc.) had an average 
ranking of 15th in A. C. Nielsen 
Company ratings of radio pro- 
grams. In the latest total audi- 
ence ratings, the show is second 
with a 26.3 rating—second only to 
Lux Radio Theater’s 33.3. 

“My Friend Irma” (Lever 
Brothers) jumped from 14th in the 


VERITE PRODUCTS, INC 
35 DE WITT STREET, BEAVER FALLS, NEW YORK 


5-Br-2 


April 4-10 ratings to third in the 


| April 18-24 list, rising 2.5 points 
ito 23.5. The top three shows are 


on CBS. 
Jack Benny’s show for Ameri- 
can Tobacco on NBC also gained 


| strongly, moving up 1.6 points to 


23.0 and from 11th to fourth place. 
Big drops of 3.2 to 4.5 points were 
shown for “Fibber McGee & 
Molly” (S. C. Johnson & Son), 
“Amos ’n’ Andy” (Lever), Fred 
Allen (Ford Dealers), “Truth or 
Consequences” (P&G), “Life of 
Riley” (P&G) and Bob Hope 
(Pepsodent)—all NBC shows. 

Godfrey’s daytime show for 
Chesterfield lost half a point and 
dropped from first to fifth place. 
“When a Girl Marries” (General 
Foods), with 11.4, moved from 
third to first. Among Saturday 
and Sunday daytime shows, 
“Quick as a Flash” (Helbros 
|Watch) advanced from 15th to 
third. 

Nielsen data for total 
usage per home showed a moder- 
| ate decline, with the 4.5 hours per 
home per day this time 3% under 
the level of listening a year ago 
for the April period. 


|McArthur Gets Subways 


| The McArthur Advertising Cor- 

poration, New York, has signed a 
contract with the New York City 
Board of Transportation for the 
exclusive use of three-dimensional 
double-sided posters to be placed 
between express tracks in six main 
New York City subway stations. 
The signs will be seen by the 
362,500,000 passengers who pass 
through these six stations an- 
nually. No advertisers have been 
announced as yet. 


| 
radio | 


| : So 


Despite all the politeness, that 
| rumored battle between Sewell 
| Avery and top executives at Mont- 
gomery Ward was really a battle, 
and 75-year-old board chairman 


Avery lost it. With president 
|W. H. Norton in full charge of 
personnel, the Ward revolving 
door for top brass is expected to 
slow down noticeably. 

* * + 

Armour & Co. will very shortly 
|launch a market-by-market drive, 
| beginning in Chicago, for Dial 
|anti-perspirant soap, a new prod- 
uct which has no antiseptic odor 
but contains an ingredient now 
used in some deodorants, which is 
said to kill the bacteria which live 
in perspiration. Perspiration it- 
self is supposed to be odorless, 
the perspiration odor developing 
only after bacteria develop. The 
company, convinced that it has 
one of the hottest soap items in 
many a year, is expected to push 
quickly toward national distribu- 
tion and advertising. It sells for 
25 cents a cake. The product was 
tested in Chicago (AA, March 1). 

a * ca 


Shopping for agencies, on the 
part of major advertising accounts, 


|seems to have reached a postwar 
| peak. One big agency head says 
_his agency has been invited to so- 
_licit an average of two new ac- 
|counts a week for the past two 
| months. 
* * ea 
| Current industry estimates put 
|Colgate-Palmolive-Peet Company, 
| Jersey City, at the top of the list 
| of spot radio advertisers, spending 
|at the approximate annual rate of 
| $5,000,000 to $6,000,000. Among 
|the other leading spot users are 
Bulova Watch Company, which is 
on some 215 stations, Lever 
Brothers Company and Procter & 
Gamble Company. 
ok * cd 

Lingan A. Warren, president of 
Safeway Stores, Oakland, second 
largest food chain, has aroused 
additional concern among manu- 
facturers of nationally advertised 


introducing a “two-for-each” pol- 
icy in certain food lines. 

Under this policy Safeway car- 
ries only two brands of such prod- 
ucts as tea, soluble coffee, baby 
foods, etc. One of these, where 
available, is a Safeway product— 


May sl, 


Wer [on ge ee i tee 


aa 


“a 


which leaves room for only one 
nationally advertised brand jy 
| that category. 

| Safeway stores are reported ty) 
| be showing increasingly large 
empty spaces on shelves, and a4 
growing group of dissatisfied cus- 
| tomers who believe that the com- 
| pany has gone too far in restrict- 
|ing their choice. 

| Incidentally, to add to its pri- 
|vate lines, Safeway recently 
bought a soap factory. 

) * * * 

| Directors of the Audit Bureau 
of Circulations may decide at their 
| monet quarterly meeting in June to 
| break down the free part of pub- 
|lications which have partly paid, 
|partly free controlled circulation. 
|The ABC directors recently modi- 
fied their rules to accept as mem- 
bers papers with 50% free circu- 
lation. 

Incidentally, with a book and 
movie now in the works, the ABC 
is expanding promotion efforts to 
show advertising buyers its im- 
portance in the scheme of things. 

* oe * 

Railroader Robert R. Young, 
recently refused membership on 
the New York Central board by 
the Interstate Commerce Commis- 
sion, has launched a public rela- 
tions campaign through the Fed- 
eration for Railway Progress 
against the Railway Express 
Agency as “a railroad-owned car- 
tel.” The federation suggests that 
Uncle Sam’s parcel post division 
of the Post Office Department in- 
troduce a pick-up service for 
smaller packages and take over 
the bulk of the express agency’s 
work. 


Advertising Age, 


* * a 


The 7-Eleven Stores, Dallas food 
chain, is giving away $711 in 
prizes for the best snapshots of 
people smiling in the stores. First 
prize is $107.11, second $77.11, 11 
prizes of $11.07 and 7 prizes of 
$7.11— with duplicate prizes to 
the smilers. 


food products in recent months by! E# 


| 


| SEOGRAPHING 
TC npoRESSING, |MEOGRAPHINE 
B THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}linois 
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comes in loud and clear in a larger arec 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, NO. DAKOTA 


than any other station in the U.S. A. 


*ASK ANY JOHN BLAIR MAN TO PROVE |» 
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10 Candy Firms’ 
Sales to Vendors, 
Chains Hit by FIC 


WASHINGTON—FTC Friday chal- 
lenged direct buying arrangements 
which allegedly give vending ma- 
chine and chain store operators a 
price advantage in the merchan- 
dising of the output of 10 of the 
nation’s leading candy firms. 

According to the commission, 
Automatic Canteen Company of 
America and other large buyers 
receive “allowances” as a result 
of purchasing arrangements which 
are not available to all competing 
customers on proportionately 
equal terms. 

Among the arrangements, ac- 
cording to FTC, were: 

1. Furnishing bars in 100-count 
instead of 24-count packages. 

2. Elimination of printing and 
advertising on packages, 

3. Elimination of salesman’s 
commission and other merchan- 
dising costs through the use of 
the main office force. 

4. Provision for special print- 
ing on wrappers, including the 
name or advertising of certain 
customers. 


Extra Wrigley Count 


FTC also contends that the 
favored customers receive “more 
favorable freight allowance” or a 
discount in an amount “alleged 
to be equal to that saved in elimi- 
nating delivery.” 

A fourth count asserts that the 
candy makers paid brokerage fees, 
or compensation in lieu thereof, 
to direct buyers. 

In its action to stop the prac-| 
tices or make them available to| 
all competitors on proportionately | 
equal terms, FTC is proceeding 


against: William Wrigley Jr., 
Chicago; Wayne Candy, Fort 
Wayne; Melster Candies, Cam- 


bridge, Wis.; Ludens, Inc., Read- 


4, 5S. SPECIAL FRISKET CEMENT 


% $5.00 per gal. $1.50 per qt. 


Artex Artist Rubber Cement 


$1.25 per qt. 


AGENCY MEN HOLD INFORMAL SESSION—Gathered for an informal dis- 
cussion between sessions of the |7th annual national conference of the National 
Advertising Agency Network in San Francisco are (left to right around the 


table) Walter Guild, Garfield & Guild, 
Advertising Agency, Montreal; A. O. 


Cedar Rapids, la.; Sidney Garfield (standing), Garfield & Guild; Oakleigh R. 
French, Oakleigh R. French & Associates, St. Louis; Mrs. French, and Carr 
Liggett, Carr Liggett Advertising, Cleveland. 


see ee eee 


teeteeere 


San Francisco; Russell Ronalds, Ronalds 
Ambroz, Ambro Advertising Agency, 


Bunte 
Candy Company, 
Queen Anne Candy Company, 


New York, will launch a national 


ing; D. L. Clark, Pittsburgh; Wil- 
liamson Candy Company, Chicago; 
Bros., Chicago; Sperry 
Milwaukee; 


Hammond, IIl., and Switzer Lico- 
rice Company, St. Louis. 

The complaint against Wrigley 
contends, among other things, that 
certain favored customers are al- 
lowed a discount in an amount 
alleged to be equal to that saved 
in eliminating the wrapping or 
counterband covering five one- 
cent sticks of gum, while other 
customers are denied the privi- 
lege of qualifying for the dis- 
count. 


Expands Dryad Drive 

Andrew Jergens Company, Cin- 
cinnati, is following up the May 3 
Dryad deodorant ad in Life with 
ads in southern newspapers in- 
troducing that new product.. The 
agency is Robert W. Orr & Asso- 
ciates, New York. 


Plan Sloane Wax Drive 
Sloane-Blabon Corporation, 
campaign next fall for the new 


Sloane floor wax through Geyer, 
Newell & Ganger, New York. 


Appoints Davis 

Young America, New York, has 
appointed Ray Davis Company, 
Chicago, as representative in the 
midwestern territory. 


with AUTOMOBILE 


DEALERS’ 


| SERVICE MANAGERS ~ 
the A. S. Bennett Survey of the Automotive Repair and 


Maintenance Magazines proves it. 
Trade has long accepted MoToR's leadership in 


. 


Dealers’ “front offices”... and now, this author 
clearly establishes MoToR's preference in the Shops. _ 


* The Number 1 Magazine for Readers is the Number 1 


Magozine for Advertisers. 


THE AUTOMOTIVE BUSINESS MAGAZINE 
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LBI Will Stress 
Moderation, Taxes 
in First Campaign 


New York — The liquor and 
wine industries’ contributions to 
taxes, moderation, grain recovery 
and law enforcement will be em- 
phasized by Licensed Beverage 
Industries, New York, in its first 
campaign, through Fuller & Smith 
& Ross, for which $180,000 has 
been approved for the rest of 
1948. 

The campaign will consist of a 
monthly series of black-and- 
white pages in Life, starting in 
July, and four insertions in liquor, 
restaurant, hotel and other busi- 
ness papers. 

At year’s end results will be 
“reviewed,” and plans made for a 
new series in 1949. The campaign 
is directed by an advisory com- 
mittee headed by Howard F. Du- 
gan, vice-president in charge of 
|sales and advertising of Hotels 
Statler Company. 

The LBI, of which Rear Admiral 
(retired) F. E. Whiting is presi- 
dent, also has decided to make an 
opinion poll of what the public 
thinks of liquor and wine adver- 
tising. 
| Ivy Lee & T. J. Ross, New York, 
|on May 1 retired as public rela- 
| tions counsel to LBI. 


| Sales Executives 
‘Name Thomas 


Eugene S. Thomas, sales man- | 


ager of the Bamberger . Broad- 
casting Service (WOR), New 
| York, has been named president 


of the Sales Executives Club of | 


New York. Frank W. Lovejoy, 
sales executive, Socony-Vacuum 
Oil Company, is the _ retiring 
president. 


Other newly elected officers: | 


F. K. Doscher, Lily-Tulip Cup 
Corporation, and Frank M. Head, 
United Cigar-Whelan Stores Cor- 
poration, vice-presidents; M. D. 
|Finehout, Whitaker Paper Com- 
pany, secretary, and Thorndike 
Deland, Thorndike Deland & As- 
| sociates, treasurer. 


| VX 

Expands Kem-Tone Drive 
| Sherwin-Williams Company, 
|Cleveland, is running an addi- 
tional campaign this month for 
Kem-Tone using 750 and 1,000- 
line ads in 103 daily newspapers 
throughout the country supple- 
menting its regular magazine, 
newspaper and radio spot drive. 
The agency is Newell - Emmett 
Company, New York. 


'Four Appoint Hicks 

| Austin-Greene, Inc., New York, 
maker of So-Fistik lipstick; Stop- 
Fire, Inc., Brooklyn, fire extin- 
guishers; Union Stop-Fire Corpo- 
|ration, and Union Parts Mfg. 
|Company, have appointed Law- 


| rence Boles Hicks, Inc., New York, 


ito handle their advertising. 


Kaleidoscope 
Sells $5 Pages 
for First Issue 


(Continued from Page 1) 
neering; E. C. Stollenwerck, in- 
vestment broker; Charles A. Dana, 
financial consultant; Lee A. Ault 
of Quadrangle Press; Joseph E. 
Uihlein of the Schlitz beer 
Uihleins; Walter M. Kelly and 
Ross Lasley, engineers; H. E. Tal- 
bott and William Husted, invest- 
ment bankers. 

Mr. Talbott, for example, is a 
member of the higher echelons of 


Chrysler Corporation and Electric 
Auto-Lite. 

The executive committee is 
composed of Mr. Talbott, T. J. 
Ross and Collins. 


Martha Stout Is Editor 


After early failures to line up 
other prominent backers, Mr. Col- 
lins—former advertising executive 
of the New York Herald Tribune, 
Journal-American and Sun—and| 
his wife, a fashion executive, shot | 
practically their entire wad, and| 
even sold their war bonds, to get| 
Kaleidoscope going. ! 

In his Chrysler building offices, 
where the magazine’s staff is now} 
tiking shape, Arthur Collins could | 
prepare for the prospect of the} 
big birth with equanimity. “If we 
aren’t ready in August,” he said, 


“we'll start a month or two} 
later. .. We won’t put out a bad | 
issue.” 


He implied that he hopes 
to hold his stable of backers to-| 


gether for other enterprises yet 
to come. 

An important new “tangible” on 
Kaleidoscope last week was the 
announcement as editor of Miss 
Martha Stout, former fashion edi- 
tor of Good Housekeeping and 
editor of Junior Bazaar. The an- 
nouncement was made in wires to 
15,000 executives and a reception 
at “21” Club. 

Other Kaleidoscope executives 
already appointed are John Moses, 
from radio, vice-president; Rowe 
Giesen, from Life, promotion di- 
rector, and Fred Ohse, from the 
New York Sun, eastern advertis- 
ing manager. 


NFIA Elects Officers 


The Niagara Frontier Industrial 
Advertisers has elected Fred B. 
Stubinger, Buffalo Forge Com- 
pany, president. Gordon W. Camp- 
bell, publisher’s representative, 
has been named vice-president, 
and John R. Owen, Buffalo Cham- 
ber of Commerce, has been ap- 
pointed secretary. 
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product "doing sy 
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‘Remember, 
in Long 
Beach, the 
Press- 
Telegram 
can do the 
job alone!"’ 


the market? You'll be 
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Represented Nationally by Cresmer & Woopwarp, INc. 


Sales Management says: 


BEACH, CALIFORNIA 
SALES $406,000,000 
IN 1947!” 


That’s almost $15 Million more than was reported by 


of Municipal Research, who base 


their figures on State Sales Tax Returns. 


We shan’t argue with either. We 
feel that both are reliable figures, based on 


Another interesting fact brought to light in Sales 
Management’s “Survey of Buying Power” is the fact 

that while Long Beach is 44th in population among America’s 
largest cities, it is 18th in Net Effective Per Capita Buying Power. 


All of which goes to prove that Long Beach, California 

is an extremely healthy, wealthy market. 

should remember that only one newspaper provides saturated 

coverage of this big market. That one newspaper is the 

Long Beach PRESS-TELEGRAM! 

the preferred paper in over two out of every three 
Long Beach homes! 


And advertisers 


In Long Beach it’s 


May we suggest you check the Press-Telegram'’s 
milline and circulation against the second paper in 


pleasantly surprised! 


-TELEGRAM 
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Lush Introduction 
of Fords Follows 
Industry Pattern 


(Continued from Page 1) 


the nation’s press and leading offi- 
cials. 

In Detroit there'll be a stage 
demonstration at Olympia Sta- 
dium that will jam traffic facili- 
ties. Introduction of the new 
models at a carnival in Chicago, 
rodeos in Oakland, Cal., and Okla- | 
homa City, and a musical revue 
at Atlantic City should attract 
thousands. 

“The show will be the car,” ex- 
plained one of the enthusiastic 
promoters. “The introductions will 
be the most outstanding ever in 
the industry—elaborate but with 
the ultimate sales to the public 
uppermost in mind.” 

Studebaker _ started 
vogue of model 


the new 
introductions in 


the spring of 1946 with its new) 


car display limited to several 
thousand dealers and guests at the 
Palmer House in Chicago. It was 
the first big party and had all the 
trimmings. 


Enthusiasm Unending 


Following in a few months, 
Kaiser-Frazer pulled back the 
curtain at the Waldorf-Astoria in 
New York in glittering surround- 
ings, with thousands of potential 
buyers lined up for blocks for a 
chance to see the new company’s 
product. 

Packard followed the new pat- 


Advertising art, 
this agency in- 
sists, is a lot more 
than “pretty pictures put in.” An art 
director has to be a good advertising 
man here. In all we create, art teams 
up with copy to give every piece of our 
advertising the wallop that makes 
people see, read, and spend their money. 
FRED GARDNER CO., INC. 


Proven Advertising 


202 E. 44th St., N. Y. © MU 7-4626 


} tern, 


| 


took its streamlined con- 
vertible on a tour, and the re- 
ception was amazing. 


The Hudson Motor Car Com-| 


pany then blew a promotion and 
advertising tune worth $1,000,000 
for its postwar car that “you step 
down into and not on.” It, too, 
was taken on tour and the crowds 
everywhere were enthusiastic. 
Dealers next saw the “New 
Standard for the World” Cadillacs 
at a cheering demonstration at 
Detroit’s Masonic Temple. At 
about the same time and in 
equally as enthusiastic an atmos- 
phere, Oldsmobile took the wraps 
off its “Futuramic” model and 
Buick drove out its Buick with 
|added “Dynaflow Drive.” 
Lincoln - Mercury’s new 1949 
models next were previewed by | 
eager dealers and the press veces 
they made their appearance 
showrooms about the country. 


Music and Dancing Girls 


The new Lincoln-Mercury line 
was introduced in Detroit’s Ma-| 
sonic Temple. The cars appeared 
from behind lifting curtains of 
smoke from stage bombs while*an 
orchestra blared enthusiastically. 

Music and dancing girls, 
scenery, flowers and draperies, 
floodlights and fanfare have her- 
alded each new model. The public 
demand for new cars has exceeded | 
supply by millions ever since the 
end of the war. 

But it pays to advertise, even 
in a seller’s market, and the auto- 


|mobile manufacturers and dis- 


tributors and dealers, at a loss 
for three postwar years for an 
automobile show, are putting on 
their own spectacular exhibitions. 
And they’re growing grander 
with each new vehicle designed. 


Seven Improvements Listed 


The first few details of the 1948 
Ford models were revealed by the 
company in what it calls a pre-| 
conditioning advertisement, 
three national weekly magazines | 
on newsstands this week. 

The black-and-white page ap- 


| pears in Collier’s, Life and The} 


_ Saturday Evening Post. 


| “Preview of the ’49 Ford,” the ad 


rich | 


2 6@ 


today give yourself a TREAT instead of a ay: 


| 


| 


around news themes. Typica 


Advertising Age, May 31, 194: 


1A GUARDIA AMPORT, N. T.—Al Aboard tor Bangkok! Lew mn wie Sure 
men owt medicare saen, Old Gold amet jam ome thing: the wordd’s chowe 
ra 


before Pan Am’s sick wr mamt takes oll seoutdthe-world to 
tteey Ponce light up Uk Golde, “Phia trip's » real treet 
cance tilely nung porsemger, “just lhe — wetl like this extra grod (hd Godt!” 


| shy “Old Golds = 


is the agency. 


her companece grin e they wate extra good. Made by toharen 


with alenest MIO veers of fine wthecee tradition guidling them 
y 


» right. Se why mot try Old Cold today? Lots more enjoyment toda 


a 
re 


NEWS STUFF—This new campaign for P. Lorillard Co.'s Old Golds takes 600 and 1,000-line ads in 170 newspapers, built 
=z. show Churchill Downs, LaGuardia Field, the Giants-Dodgers opener. 


Lennen & Mitchell 


than on previous Ford cars. 

2. Front seats 57 inches wide 
and rear seats 60 inches wide. 

3. A “lifeguard” body 59% 
more rigid for added safety. 

4. “Hydra-coil” front suspen- 
sion coil springs combined with 
aircraft-type hydraulic shock ab- 
| sorbers. 

5. “Para-flex” rear springs, par- | 
allel to the frame. 
| 6. An over-all height of only 63 
| inches. 

7. Front and rear seats placed | 


for “mid-ship” ride. 


| Goldblatt Opens Own 
Titled | Agency in Seattle 


Alfred L. Goldblatt has 


| sion system, will be lower, have|an agency under his own name. 


| 


| more visibility, and wider, room- 
|ier front and rear seats. 


Using a cartoon technique, the | 


lad points out: 


| Offices will be at 604 University 
St., Seattle. 

Accounts of the new agency in- 
|clude: F. S. Harmon Mfg. Com- 
pany, Tacoma, furniture manufac- | 


re- | 
|confirms reports that the cars will|signed as vice-president of How- | 
be equipped with a new suspen-/ard J. Ryan & Son to establish 


Farm Machine 
by U.S. Tractor 
Bows in Trades 


Prorra—A new crawler farm 
tractor will be introduced by the 
'U. S. Tractor Corporation with 
| color spreads in implement trade 
‘publications in June. 
| A two-color spread with bleed 
| gutter will appear first in the 
Farm Equipment | 


June issue of 
|Farm Implement News. The trac- 
|tor, which is smaller than existing 
crawler types and is designed for 
‘operations that these and wheel 
{tractors cannot handle, is 37 in- 
ches wide and 89 inches long with 
eight lineal feet of ground contact. 

It is for light construction and 
|agricultural use, including plow- 
ing, harrowing and work in vine- 
yards and some orchards, in addi- 
tion to landscaping. The tractor 
|was developed by the Army for 


1. A rear window 88% larger | turer; S. L. Savidge, Inc.; Golden | _air-borne use during the war. 


WNOE: 


The James A. Noe Station 
Represented by 


Good Bye’ 


FOR DRUG — PHARMACEUTICAL 
AND KINDRED LINE MANUFACTURERS 


IN NEW ORLEANS 


The Certified Prescription Drug g 
Stores, all independent retail @ 
outlets have selected WNOE & 
for their first Radio program. f 
For 52 weeks beginning April £ 
Ist these nen setae : Another mene rom 
will present “Reminiscing with # WNOoE R “Ne Ore - 
Singing Sam". : «aint hte 
a for your Pharmaceutical 
WRITE, WIRE or PHONE @ Advertising. 
James E. Gordon £ SPOTS before or after 
General nee + Singing Sam available 
FY NOW 10 a.m. 10:15 a.m. 
e CST Monday through Fri- 
J day. 


1450 on Your Dial 


Burke, Kuipers & Mahoney, 
420 Lexington Ave., New York City 


The Mutual Broadcasting System 


Inc., 


|Glint Company; Northwest Dis-| 


tributors, and Radio Television & 
Appliance Company, Seattle. 


Type Lice Gum Up 
Magazine Linage 

A peculiarly insidious decimal 
point error in the magazine linage 
report on page 42 of the May 24 
AA resulted in showing Look with 
9.63 pages in May, 1948, when the 
correct figure is 96.3 pages. In the 
same tabulation, Sports Afield 
pages for May, 1948, were given 
as 110.1, whereas the correct fig- 
ure is 100.1. 

Linage figures for these pub- 
lications, as well as page totals 
for 1947, are correct as shown in 
the May 24 tabulation. 


Schaefer Buys 
WHN Pigskin Games 

The F. & M. Schaefer Brewing 
Company, Brooklyn, will sponsor 
broadcasts of the New York 
|Giants professional football team 
over WHN, New York, next fall. 
Last winter Schaefer aired the 
Rangers’ hockey games over the 
same station. 

Connie Desmond and Bert Lee 
will handle the play-by-play ac- 
count of the games. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 


Essex to Needham 

Essex House, New York, has ap- 
pointed Needham & Grohmann, 
New York, to handle its adver- 
tising. 


|Manufacturing rights have since 
been obtained by Warren Smith, 
president of U. S. Tractor, who 
has changed the transmission and 
made several other minor changes. 

Mace Advertising Agency, Pe- 
oria, is the agency. 


Flo-Ball Plugs New Pen 


Flo-Ball Pen Corporation, New 
York and Hollywood, is launching 
a campaign for the new Flo-Ball 
|“Little Jewel” pen in full-page 


in|in the center section of the frame Retailing and the June 17 issue of| four-color ads in Coronet and 


| black-and-white ads in Good 
| Housekeeping and the New York 
|'Times Magazine. The agency is 
Brisacher, Van Norden & Staff, 
New York. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 
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Booksellers Whet 
Hatchets for Use 
on Book Clubs 


Pledge Support for 
Court Fight to Curb 
‘Unfair Competition’ 


Cuicaco—The legendary meek 
and mild-mannered book store 
owners displayed clenched fists 
and a willingness to use them to 
jar the book clubs at their annual 
meeting here. 

At one of the liveliest floor dis- 
cussions of any convention this 
year, members of the American 
Booksellers Association announced 
their firm intention to “eliminate 
the unfair competition of the 
book clubs, which can sell their 
best sellers at lower prices than 
the book stores can buy them 
wholesale.” 

Typical remarks from the floor: 

“We don’t want to eliminate the 
clubs, but we’re going to elimi- 
nate discrimination in favor of the 
book clubs on the part of the 
publishers if we have to go to 
court to do it.” 


‘Forced to Back Streets’ 


“Gentlemen, we’re in a losing 
business—a business that is being 
destroyed by unfair trade prac- 
tices. The book stores of Amer- 
ica are being forced to the back 
streets and upstairs, and are 
slowly dying from the disease of 
an antiquated price structure.” 

“It’s time something was done 
about the margin on book sales. 
I’ve seen the industry degenerate, 
until more and more bookstores 
were forced against the wall. Un- 
less we take action now, during 
supposedly good times, what’s go- 
ing to happen to our businesses 
when the recession comes?” 

In his report to the association, 


NEED sales manuals? 


Can print 2 sides and fold in | operation on 
new high-speed rotary web offset press. Up 
to page size 9 x 12, in 8-16-32 page units. 
Complete production facilities, New York 
City. Quality reproduction. 
Address 7056, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


|Gilbért E. Goodkind, executive | 


‘secretary of the ABA, 


told the | 
group that they had an answer to| 


‘their problem in the leased plates | 


project, a plan to rent plates of 
a book from the publisher on the | 
same terms as the book clubs, | 
print their own edition, and pro-| 
mote it in a manner similar to | 
that of the clubs. 

However, he told the group that | 
the leased plates committee’s first | 
three requests ‘had been turned 
down by the publishers. The ABA 
had asked for plates on the 
Churchill Memoirs, Betty Smith’s 
new book and the memoirs of 
General Eisenhower. 

“If our subsequent requests also 
are refused,” he declared, “we| 
will have grounds for legal action 
against the publishers” under the 
Robinson - Patman, Clayton and 
Sherman Acts. 

Not content to wait, however, 
the group voted its full support to 
a case which already has been 
presented to the Federal Trade 
Commission and the anti-trust di- 
vision by one of the members of 
ABA. 

Another suggested solution, that 
of hiring a “czar” for the industry 
to set up rules and regulations, 
and make them stick, was shelved 
when it became apparent that the 
publishers would probably decline 
cooperation in appointing an in- 
dustry-wide referee. 


‘Packaged Bookshop’ 


One of the principal projects of 
the ABA, that of designing a 
“packaged bookshop,” came _ to 
fruition at the trade exhibition 
held concurrently with the con- 
vention. 

The association retained an ar- 
chitectural firm to design a func- 
tional, effective, well-lighted mod- 
ern bookstore, with fixtures that 
could be mass-produced at low) 
cost. The result was a five-bay | 
store with sufficient shelf capacity 
to carry titles in every major 
classification. 

The entire unit, without stock, 
can be installed in any location 
for $6,000. The price includes 
planning, fixtures, lighting, floor- 
ing, store front and contractor’s 
erection costs. 

To assist book dealers in making 
a selection of titles, the associa- 
tion also issued its 1948 edition of 
a Basic Book List, including more 
than 2,500 separate volumes. 

The list is composed of books 
issued during recent years which 


The evening paper that covers 
northeastern Indiana—reaches 
*16,630 more homes than does 
Fort Wayne's morning paper. 
*(Source A.B.C. 12/31 /47) 


The News-Sentinel is read in 97.8% of all = 
homes in Fort Wayne every weekday. 


ALLEN-KLAPP CO. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


* NEW YORK—CHICAGO—DETROIT 


i a 


Senate asia 


- 


AMA HONORS COYLE—M. E. Coyle (left), executive vice-president of Gen- 
eral Motors, receives the 1948 Parlin Memorial Award from Walter D. Fuller, 


president of Curtis Publishing Co. The 


award was given to Mr. Coyle by the 


Philadelphia chapter of the American Marketing Association for “distinguished 
contribution to the science of marketing.” 


have proven to be steady sellers. 
It carries volumes in some 50 dif- 
ferent classes for which the aver- 
age book store receives repeated 
requests. 

Chief problem faced by book- 
sellers, book clubs and publishers 
alike is that of declining sales. In 
spite of high consumer income, 
the dark cloud of falling sales 
hovered over every session of the 
meeting. 


Certificate Plan Urged 


A number of suggestions for al- 
leviating the situation were 
pushed by ABA officers. Principal 
project of the group is the Give- 
a-Book Certificate plan, inaugu- 
rated shortly before Christmas 
last year. Objective of the plan 
is to boost sales of a certificate, 
negotiable in member stores of 
the ABA across the country, and 
thus encourage book-giving dur- 
ing the holiday seasons. 

George A. Hecht of Doubleday 
Book Shops reported certificate 
sales of $30,000, a figure compar- 
able to the first-year sales of book 
tokens in England, when the plan 
made its debut in 1933. The total 
was achieved, he declared, in spite 
of the fact that the plan received 
very little publicity and support. 

Last year, he said, the British 
program tallied sales of more than 
$3,000,000, and cited the total as 
a goal for the American promo- 
tion. 


To Promote Plan 


The association offers to stores 
participating in the plan monthly 
mats, leaflets and other promotion 
material, and has arranged with 
a number of publishers to have 
the “give-a-book” slogan im- 
printed on the dust jackets of 
their titles. ABA also is expected 
to advertise the plan in Life, The 
New Yorker, The Saturday Re- 
view of Literature and Time dur- 
ing the Christmas season. 

The Chicago Tribune drew 
plaudits from the group for its 
new two-reel, color motion pic- 
ture, “A Book Goes to Market.” 


The 16 mm. film, which stressed | 
the importance of newspaper book | 
sections, traced the evolution of | 
a book from the author’s mind, | 
through the publishing process, | 
and ending with the sale and pro- 
motion of the volume through the 
book stores. 

The film, shown for the first 
time at the meeting, placed spe- 
cial emphasis on the use of store 
displays and other merchandising 
aids, such as file cards containing 
preferences of steady customers, 
and the proper use of literary sec- | 
tions of newspapers. 


Castino Joins Angell 

Virginia Castino, formerly man- 
ager of the field staff of Foote, 
Cone & Belding, has joined the 
Chicago staff of Bee Angell & 
Associates. 


Caljax Names Makelim:; 
Moves to New Plant 


Caljax, Inc., Van Nuys, Cal., 
manufacturer of men’s and wom- 
en’s suede garments, has appointed 
Makelim Associates, Hollywood, 
to direct its advertising and pub- 
lic relations. Trade publications, 
magazines and newspapers will be 
used. 

The company, which was estab- 
lished a little over a year ago, this 
month celebrated its first expan- 
sion by moving into an ultra- 
modern $100,000 plant in San Fer- 
nando Valley. 


ABC Appoints Anderson 


Robert L. Anderson, formerly 
head of radio research of J. Wal- 
ter Thompson Company, Chicago, 


has been appointed research sup- 
'ervisor of ABC’s central division. 
| Mr. Anderson succeeds Olive Mc- 
| Cann, who is leaving to work on 
|the West Coast. 


‘Life’ Leaders Told 

Seagram Distillers Corporation, 
with $2,004,929, spent more than 
any other advertiser in Life last 
year. General Electric Company 
was second with $1,136,788. 

Expenditures by product lines 
in Life, the magazine reports, 
were: Toilet goods manufactur- 
ers, $8,342,637 ($47,386,104 in all 
magazines); wine and liquor, $7,- 
674,325 ($24,069,213 in all saga- 
zines); food, $6,486,771 ($+3,845,- 
679 in all); clothing, $6,172,592 
($37,444,578 in all), and soft bev- 
erages, $3,636,381 ($13,384,279 in 
i 


| 7 
WNEC Shifts Gannon 
Harvey Gannon, program and 
sales service manager of WNBC, 
New York, has been appointed an 
/account executive for the NBC 
| station. Earl Harder, traffic man- 
‘ager of NBC’s international di- 
| vision, succeeeds Mr. Gannon as 
program and sales service man- 
ager. 
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Worcester Wages in 1947 
Set lncihea kyo 


Family ; a 


Worcester’s total payroll for 1947 struck 
another record figure — $208,724,000 in wages 
alone — an increase of 17.2% over 1946. This 
represents an average income of $3,865 for each 
of Worcester’s 54,000 families. No wonder retail 


sales in 1947 rose 


11%* over 1946, an over- 


whelming example of Worcester’s prosperity. 
Advertisers reap their share of sales in this 
active Central New England market with the 
medium that thoroughly covers it — the Worcester 
Telegram and Gazette—daily circulation in excess 


of 140,000, Sunday over 100,000. 


Wage figures based on Reports of the Massachusetts Depart- 
ment of Labor and Industries. 


*Department of Commerce. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS — 
GEORGE F BOOTH Publisher- An 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL 


REPRESENTATIVES. 
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Wise Condemns 
NAM’s Stand 
on Overseas Ads 


New York—tThe first require- 
ment for top management par- 
ticipating in the Marshall Plan to 
realize is that it must spend not 
10% but 25% of its thinking and 
planning and doing on world 
trade and international expan- 
sion, William H. Wise, general 
manager of the European edition 
of the New York Herald Tribune, 
told members of the Export Ad- 
vertising Association last week. 

“It must advertise what it is, 
what it does, what it makes and 
what it, as free enterprise, stands 
for. There will be competition for 
this business and it should be 
handled as such,” he said. 

“Compare these very practical 
and real requirements with the 
attitude of the National Associa- 


WHAT’S GOING ON? 
advertising 
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tion of Manufacturers, normally 
an intelligent group, which re- 
cently displayed the most flagrant 
ostrich-like, head-in-sand policy 
in history,” Mr. Wise said. “Mr. 
Morris Sayre, president of Corn 
Products Refining and of the 
NAM, was quoted by Printers’ Ink 
as saying, ‘Individual manufac- 
turers today must receive an im- 
mediate return from any adver- 
tising appropriation. A manufac- 
turer cannot afford to spend 
money on long-term public rela- 
tions advertising.’ 


Defends Overseas Media 


“He is further quoted as saying 
that business men couldn’t get 
much information to the peoples 
of Europe even if they wanted to 
because of the extent of the con- 
trolled press in Europe. And to 
add the final shocker,” he con- 
tinued, “Mr. Holcombe Parkes, 
NAM vice-president in charge of 
public relations, apparently stated 
that lack of sufficient and effec- 
tive media is one of the biggest 
stumbling blocks to any overseas 
advertising campaign.” 

Mr. Wise suggested that Mr. 
Sayre and Mr. Parkes get in con- 
tact with an “internationally 
minded company like Phillips 
Radio in Holland. They have ap- 
parently found institutional ad- 
vertising pays, as evidenced by 
what I have to show you now.” 

He explained that this com- 
pany’s campaign is carried in the 
European Herald Tribune, Read- 


ers Digest, Time International 
and the foreign press. “Secondly,” 
retorted Mr. Wise, “Mr. Sayre 


could not have been referring to 
western Europe when he talked 
of a controlled press. He has a 
free press in every country but 
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RIGGIO POSES FOR AA—Vincent Riggio, American Tobacco president and 
one of business’ least photographed men, poses for an Advertising Age pho- 


tographer in a corner of his office. 


One of the Lucky Strike ad paintings hangs 


on the wall, as well as (right) a photograph of Paul M. Hahn, American Cigar- 
ette & Cigar president. 


western Germany and _ Spain. 
Lastly, Mr. Parkes need only to 
talk to you gentlemen to under- 
stand that European media are 
adequate and very effective. Some 
of it is better than some of our 
own press.” 

Mr. Wise told the exporters 
that “this shocking misinforma- 
tion is only cited to prove what 
you may be up against. Let top 
management spend 1% of this $8 
billion on advertising and it will 
pay.” 


ROBERT H. JOHNSON 

New York—Robert H. Johnson, 
57, general manager of the New 
York Daily Mirror, died May 25 
after suffering an acute heart at- 
tack while dining in a restaurant. 

Mr. Johnson had been associated 
with the Hearst newspapers for 
27 years and with the Mirror for 
15. He joined the Hearst organi- 
zation as an accountant after 
serving in the Army during World 
War I. Before joining the Mirror, 
Mr. Johnson was with the Atlanta 
Georgian, Atlanta Journal and the 
Omaha Bee. 


CONRAD F. COLBORN 


HACKENSACK, N. J.—Conrad F. 
Colborn, 63, retired assistant man- 
ager of the display advertising 
department of the New York Sun, 
died on May 26 at Hackensack 
Hospital. Mr. Colborn joined the 
advertising department of the 
New York Press in 1908 and re- 
mained there until 1916, when it 
merged with the Sun. He was 
with the Sun until his retirement 
last October. 


EUGENE H. KELLY 

Sioux Crry—Eugene H. Kelly, 
61, former ‘publisher and owner 
of the old Sioux City Tribune and 
president of the Sioux City Broad- 
casting Company, died here early 
in May. 


WYATT MacGAFFEY 

WARRENVILLE, ILL.—Wyatt Mac- 
Gaffey, 51, Chicago publishers’ 
representative and advertising 
consultant, died here recently. He 
was formerly president of the 
Rockford Plate & Window Glass 
Company. 


J. P. HOLLAND JR. 

DaLttas—J. Porter Holland Jr., 
33, grandson of the founder of 
Farm & Ranch and formerly ad- 
vertising director of the magazine 
from 1937 to 1942, died of a heart 
attack May 16 while on a fishing 
trip north of here. Mr. Holland 
also was for a time in the adver- 
tising department of Southern 
Flight, Dallas, since returning 
from service as a paratrooper. 


ALBERT E. STORY 


PHILADELPHIA—Albert E. Story, 
73, retired ist vice-president of 
the Hancock Payne Advertising 
Organization, died May 21. 

As a young man, Mr. Story had 


_ been associated with the adver- 


tising departments of several 
Philadelphia newspapers. He su- 
pervised the Corn Exchange Na- 
tional Bank & Trust Company 
account for nearly 30 years. 


HARRY A. BARD 


PHoENIxX, Ariz.—Harry A. Bard, 
59, of the advertising department 
of the Chicago Journal of Com- 
merce and former Chicago man- 
ager for the New York Journal of 
Commerce, died May 17 of a heart 
ailment while on vacation here. 


F.C. FOLEY _ 


New York — Francis C. Foley, 
51, sectional sales manager in New 
York and New Jersey for Philip 
Morris & Co., suffered a heart at- 
tack and died May 21 at his home 
here. 


Strathmore to Ellis 


Strathmore Products, Inc., 
Englewood, N. J., has appointed 
the Ellis Advertising Company, 
New York, to handle advertising 
of Sweet-Aids, a dietetic sweet- 
ener, and Ripans-laxative. 


To Hixson-O’Donnell 


Scott & Williams, New York, has 
appointed the Muriel Johnstone 
division of Hixson-O’Donnell Ad- 
vertising, New York, to handle its 
advertising. 


Elects Amandolare 

Louis J. Amandolare, art direc- 
tor of Kurk & Brown, New York, 
has been elected vice-president 
and general manager of the 
agency. 


Non-Fair Trade 
Washington May 
Get So on Liquor 


WASHINGTON — Officials of the 
District of Columbia municipa! 
government went before a House 
committee Tuesday to oppose leg- 
islation establishing “fair trading’ 
in the liquor business here. 

Noting that there is no price 
maintenance here for other 
commodities, Corporation Counse) 
Vernon E. West told the House 
district committee “there is no 
reason to give the liquor industry 
a special privilege.” 

The Washington Retail Liquor 
Dealers Association claimed that 
all but 25 of the local wholesalers, 
and all but 12 of the 388 retailers, 
favor “fair trading” as a means 
of ending price wars now under 
way. 

Asserting that price fixing has 
worked well in New York, New 
Jersey, Illinois and California, the 
dealers contended that the pres- 
ent wars will lead to bankruptcies 
and eventually to a monopoly in 
the liquor business. 

Opponents of the bill claimed 
that fixing prices would mean a 
price level higher than now. 

District alcoholic beverage con- 
trol officials suggested that the in- 
dustry “clean up its own house 
and not call for Congress to do it.” 


CBS Promotes Ackerman 


Harry S. Ackerman, executive 
producer for CBS in New York, 
has been named director of net- 
work programs in Hollywood, 
succeeding Ernest H. Martin, who 
has resigned to produce a Broad- 
way play. Mr. Ackerman left 
Young & Rubicam last January to 
join Columbia. 


Miller Joins Storads 


Edward W. Miller, formerly 
president of the company bearing 
his name in New York, and gen- 
eral manager of Snyder & Black, 
New York, has joined Storads, 
New York, as a special repre- 
sentative. 
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Drug Makers Hear 
FIC Condemned 
as Inquisiforial 


ATLantic Crry—Some 300 mem- 
bers of the drug industry heard 
the Federal Trade Commission 
condemned last week as “a re- 
version to the inquisitorial proc- 
ess” because it allegedly acts as 
investigator, prosecutor, judge and 
jury. 

James Hoge, general counsel of 
the Proprietary Association of 
America, made the accusation at 
the association’s 66th annual con- 
vention here. 

“J am satisfied that the present 
commission procedure has no 
daim to permanence except 
(through) the ignorance of the 
bar and public; that if the bar of 
the United States could see it at 
first hand, it would indict the 
commission procedure as an of- 
fense against the precepts of 
stated law and a degredation of its 
spirit,” Mr. Hoge asserted. 

He endorsed the O’Hara bill, 
now pending in Congress, as a 
solution because “it provides that 
the commission, instead of prose- 
cuting its own cases before itself, 
should try them in the district 
courts” before the same tribunals 
used for enforcement of the Food 
and Drug Act. 


Larrick on Pitchmen 


He declared that the O’Hara bill 
“does not represent any lessening 
of advertising regulation,” that it 
would place regulation of adver- 
tising in the same tribunals as 
regulation of labeling and that it 
would eliminate the conflict be- 
tween different tribunals and pro- 
cedures, 

George P. Larrick, assistant 
commissioner of food and drugs, 
said that the Food and Drug Ad- 
ministration has under way a 
drive against pitchmen and fake 
health lecturers throughout the 
country. 

“Pitchmen and spielers have 
now adopted a new technique,” 
he said. “Labels of their products 
bear no claims of curative value. 
Literature is not shipped with the 
products. Use of misleading lit- 
erature is abandoned as reliance 
is placed almost completely upon 
the spoken word.” 

Thus the label of a product may 
say legally that the contents con- 
tain certain nutritional supple- 
ments for dietary purposes, he 
said, but the product “will be 
recommended from the lecturer’s 
platform as capable of arresting 
high blood pressure and other 
equally serious diseases.” 


Tells Expenditures 


The objective of the Food and 
Wrug Administration, he said, is 
to ask the courts to concur in the 
DA’s view that “adequate direc- 
tions on the uses for which the 
drug is advocated should appear 
°n the label. If no really adequate 
rections can be written for the 
lisease condition, then the drug 
Should not be sold for that condi- 
t10n.?? 

“The fact that the Food and 
Urig Administration is increas- 
ely giving more of its attention 
n the drug industry to the rela- 
ively few who indulge in ques- 
lonable practices is evidence that 
© great bulk of medicines on the 
market today are properly 
al sled.” 

Dr. F. J. Cullen, executive vice- 
President of PAA, said that mem- 
Pers manufacture 80% of pack- 
8d medicines sold without pre- 
Tptions and that they spent 
14000,000 on operation of con- 
© systems and research in 1947. 


Last Minute News Flashes 


Luckies Expands Campaign for 1948 


New York—American Tobacco Company will announce on June 1 
plans for greatly expanded advertising for Lucky Strike cigarets for 
In addition to magazines and the Jack Benny 
and “Hit Parade” programs, Lucky Strikes will be promoted in an 
intensive 24-week newspaper campaign, newspaper Sunday maga- 
zines, car cards in some markets and spot radio. 


the remainder of 1948. 


Durstine & Osborn is the agency. 


Nabisco Offers Kwik-Cup in Newspape | 

New York —National Biscuit Company will offer a single - cup 
Cafex coffee maker called Cafex Kwik-Cup during June in 150 news- 
papers throughout the country in cities with population over 50,000. 
The premium, offered for 50 cents and a box top from a Nabisco 
Shredded Wheat package, also will be promoted on participating 
The agency is McCann-Erickson here. 


radio shows. 


Seabrook Farms Appoints Peter Hilton Agency 
Bripcton, N. J.— Seabrook Farms, processor of frozen foods, has 
appointed Peter Hilton, Inc., New York, to handle its advertising, 
The account was previously handled by Maxon, 
Inc., New York. Distributors are now being appointed in the East. 


Independent Oil Firms Name Shaw Advertising 
Tutsa—The Independent Petroleum Association of America has ap- 
pointed the public relations division of John W. Shaw Advertising, 
Chicago, to make a survey on which the association can base a forth- 
coming public relations campaign. The independents — Deep Rock, 
Skelly, et al—are those producers and marketers operating solely 


effective June 1. 


within the U. S. 


*‘48" May Continue Despite Bankruptcy Action 

New YorK—A spokesman for ’48, “The Magazine of the Year,” co- 
operatively owned by 400 writers and artists, told AA that plans for 
publication of the magazine in a larger, New Yorker-size format are 
proceeding, as its executives are attempting to secure new capital. 
The magazine filed bankruptcy proceedings May 21, and let go most 
June issues are on the stands, and the July issue 
Future issues will depend on recapitalization. | 


of its employes. 
is ready for the press. 


Corn Products Tests Niagara Starch 

New YorkK—Corn Products Refining Company is testing a new 
product, Niagara cold water laundry starch, in St. Louis, using news- 
papers, spot radio and three-sheet posters. 
as the company finished its initial experiment in Utica. 


Company here is the agency. 


Batten, Barton, 


The St. Louis test began 
C. L. Miller 


Wholesalers Give 
Essay Prizes 


New York—The National As- 
sociation of Wholesalers will 
award prizes totaling $1,500 to 24 
winners in its essay contest on 
wholesaling tomorrow. 

Top prize of $500 will go to 
Stahrl Edmunds, economic an- 
alyst for Northwestern National 
Life Insurance Company, Minne- 
apolis; second prize of $250 to 
Bruno Tiz, evening student at 
Northwestern University and em- 
ployed in the marketing service 
department, Shell Oil Company, 
Chicago; third prize of $150 to 
W. J. Regan, Concord, Cal., who 
prepared his essay while a student 
at the University of California. 
Fourth prize of $100 will go to 
R. M. Coburn, general sales man- 
ager of Evercrete Corporation, 
New York. 

Although a number of profes- 
sors of marketing were entrants, 
none won a top prize. 


Ford and Nursery 
Ads Score in ‘PF’ 


A Ford truck spread and two 
pages advertising the Wolfe Nurs- 
ery of Stephenville, Texas, ob- 
tained higher readership scores 
than any other advertising or edi- 
torial material in the February 
Texas edition of the Progressive 
Farmer. 

According to a survey con- 
ducted by the Advertising Re- 
search Foundation, the ad for Ford 
trucks took top place with men 
readers, attracting 88%, while the 
Wolfe Nursery ad ranked first 
with women readers, with 92% of 
them noting the four-color ad. 


Gets Beer Account 


George Lynn Agency, San Fran- 
cisco, has been named to handle 
the advertising of Golden West 
Brewing Company, Oakland, Cal., 
brewer of Golden Glow beer. 


To Sherman & Giesecke 


Cooks Products Corporation, 
San Francisco, has named Sher- 
man & Giesecke, San Francisco, to 
direct the advertising of Girards 
French Dressing. 


‘D. C. Citizen’ 
Says Merchants 
Blacklist Paper 


WASHINGTON—The committee on 
advertising and donations of the 
Merchants and Manufacturers As- 
sociation was accused here last 
week of illegally hindering a local 
monthly from soliciting advertis- 
ing in order to prevent it from 
competing with other publications. 

Publishers of the District of Co- 
lumbia Citizen, official organ of 
the Federation of Citizens Associa- 
tions, contended that the associa- 
tion’s committee had “blacklisted 
and boycotted” their publication, 
and that as a result, more than 20 
of the city’s leading merchants 
had refused to use the Citizen as 
an advertising medium. The Citi- 
zen seeks $225,000 damages for 
alleged violations of the Sherman 
and Clayton acts. 

Edward D. Shaw, executive sec- 
retary of the Merchants Associa- 
tion, denied that members were 
forbidden to advertise in the Citi- 
zen. “Our committee on adver- 
tising and donations does make 
recommendations,” he said, “but 
the members don’t have to abide 
by the recommendations.” 

He insisted that no punitive 
action is taken against anyone 
who advertises in other than 
“recommended” publications. 


WHEB Dial Shifts 

Station WHB, Kansas City, Mo., 
has moved to a new frequency of | 
710 ke., with a daytime power of | 
10,000 watts and nighttime 5,000 
watts. The dial and power change 
is being promoted in newspapers 
and outdoor, through Rogers & 
Smith Advertising. 


Join ‘Mecanica Popular’ 
Gordon R. Blair, formerly on 
the advertising staff of the Chi- 
cago Tribune, and Thomas C. 
Tremlin, formerly on the adver- 
tising staff of Gillette Publishing 
Company, have been appointed 
western and eastern advertising 
representatives, respectively, of 
Mecanica Popular, the Spanish 
edition of Popular Mechanics. 
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OPENING SHOT—STA-NEET Corp., 
Los Angeles, launches a national adver- 
tising schedule with this two-color page 
in the June 28 Life and the July !7 
Saturday Evening Post. Similar ads will 
be used in The American Weekly. A 
trade ad schedule includes Beauty 
Fashion, West Coast Druggist and 
American Druggist. The Mayers Co., 
Los Angeles, is the agency. 


Weir Urges Pooled 
Budgets to Reduce 
‘Worst Sellers’ 


New York—Singing for his sup- 
per, he admitted, before the 
Publishers Adclub here May 27, 
Walter Weir of Walter Weir, Inc., 
found it “difficult, at times, to tell 
—from the advertising—whether a 
book is about land-development 
or bust-development, about sea- 
faring or suckling.” 

Without posing as an expert on 
the subject, he opined, however, 
that book advertising is no differ- 
ent from bean or bank or bra ad- 
vertising. “As currently prac- 
ticed [it] is 10 and more years be- 
hind the times. It overlooks the 
importance of rendering a service 
to the readers. .. 

“Unfortunately, skill costs 
money—and publishers’ advertis- 
ing budgets are usually peanuts 
. . . Why can’t several book pub- 
lishers get together and pool their 
appropriations with one agency?” 


‘Nothing Has Happened’ 


Mr. Weir also suggested that the 
accounting and not the editorial 
department should be the agen- 
cies’ chief point of contact with 
clients. 

He found that, “since the advent 
of the book clubs, nothing... has 
appeared in the way of book mer- 
chandising.” Apparently, he said, 
book stores “consider it beneath 
their dignity to do anything to 
drag them in.” 

And he urged the application of 
mail order principles to book ad- 
vertising. 


Chicago ITU Spurns 
Job Shops’ Offer 


Members of Local 16 Chicago 
Typographical Union (ITU) last 
week rejected by a vote of 16 to 1 
a contract proposal by the Frank- 
lin Association, offering a $9.29-a- 
week raise to employes of the 
closed job shops here. 

The proposal was rejected 
chiefly by the union membership 
because it was not retroactive for 
60 days. Meanwhile the Chicago 
Newspaper Publishers Association 
awaited a statement from Local 16 
containing objections to the pub- 
lishers’ last proposal of a $9 raise. 


Kendall Now Publisher 


Frederick C. Kendall, editor of 
Advertising & Selling for the past 
25 years, has become publisher, 
and Roger Barton, former manag- 
ing editor, has been named editor. 
The magazine celebrates its 25th 
anniversary with the May issue. A 
separate section on agency fea- 
tures will be started in July. 


| 
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Delivered Price 
Dilemma Subject 
of Senate Study 


WASHINGTON — With merchan- 
disers throughout the country un- 
certain about the future, the Sen- 
ate interstate commerce commit- 
tee last week ordered a thorough 
investigation of recent court de- 
cisions involving delivered prices. 

A pilot study is to get under 
way here Wednesday under the 
direction of Sen. Homer Capehart 
(R., Ind.), but it is expected to 
lead shortly to more detailed leg- 
islative hearings, with a view of 
clarifying the anti-trust laws early 
next session. 

With Senator Capehart on the 
subcommittee are Senators Brew- 
ster (R., Me.); Hawkes (R., N. J.); 
Edwin C. Johnson (D., Colo.) and 
McMahon (D., Conn.). 


May Make Full Inquiry 


_ The Capehart committee is col- 
lecting information in support of 
a resolution (S. Res. 241) author- 
izing a “full and complete” in- 
quiry “into the impact upon con- 
sumers of goods and upon small 
and large business” of the recent 
Cement Institute and Morton Salt 
decisions. 

If approved by the full senate, 
S. Res. 241 authorizes the ex- 
penditure of $15,000 for the full 
investigation with a provision that 
legislative recommendations result 
“at the earliest practical date but 
not later than March 15, 1949.” 

It is generally agreed here that 
the Cement Institute decision and 
the rigid steel conduit case de- 
cided in the seventh circuit court 
of appeals shortly afterwards 
raise serious questions for the pro- 
ducers of heavy industrial com- 
modities, who have used various 
pricing devices which tend to 
eliminate price differentials. 


Morton Implications Studied 


While the so-called basing point 
cases occupy attention of indus- 
trial producers, merchandisers of 
consumer goods are discovering 
the implications of the Morton 
Salt decision handed down by the 
Supreme Court. 

This decision appears to leave a 
national sales organization com- 
pletely on the defensive in justi- 
fying any quantity discount sched- 
ule which it establishes. In the 
Morton case, the Supreme Court 
nullified a maximum discount 
bracket which was attainable only 
by five large chains. The court 
ruled that Morton failed to dem- 
onstrate that the allowance to the 
big buyers actually represented 
differences in the cost of service. 

It is likely that the investigation 
of delivered price decisions may 
lead to a general revision of the 
anti-trust laws, and particularly 
the Robinson-Patman Act, which 
has been broadened considerably 
of late by court ruling. 

The committee is also expected 
to take up legislation to encour- 
age the use of trade practice con- 
ferences as a means of eliminating 
uncertainty over discount pro- 
cedures and other pricing tech- 
nicalities. 


Kensitas Agency Named 
American Tobacco Company 
has named Mather & Crowther, 
London, to handle advertising for 
J. Wix & Sons Ltd., maker of Ken- 
sitas cigarets. Wix, an ATCO 
subsidiary, formerly was handled 
by Foote, Cone & Belding, London. 


Gibson Promotes Drumm 


G. V. Drumm, manager of mar- 
ket development, has been ap- 
pointed advertising and sales pro- 
motion manager of Gibson Re- 
frigerator Company, Greenville, 
Mich. 
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MR. GEORGE A. RICHARDS 


| the appointment of... 


a 


AS PRESIDENT OF 


WJIR WGAR K M P C 


DETROIT CLEVELAND LOS ANGELES 


Mr. Mullen, who will take over the active administration of these 
three stations, has a long and successful record in the radio indus- 
try. He joined the National Broadcasting Company in 1926, has 
been an executive vice president since 1940. He was a vice presi- 
dent of the parent company—The Radio Corporation of America. 
We are indeed proud to announce that a man of his attainments 
and long experience in all phases of radio will very shortly 
assume the office of presidency of our three stations. 
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